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Rough Proofs Canada Officials 


in view of the sugar shortage, | 
it's hoped that a sufficient induce- 
ment for overtime production next 
summer can be offered to those 
willing workers, the honey bees. 
vv, 
lovers 


Maybe it’s fortunate for 


of apiary products that the bees are | 


represented by a queen instead of | 
the business agent of the Congress 
for Industrial Organizations. 


7, VF 


That recent spread of 
America, in which it not only pro- 
moted the youth market but gave a| 
boost to all its competitors, must | 
have been a shock to the old-time 
solicitor who always included a 
pair of brass knucks in his sales kit. 


7 FF F 


It is unreliably reported that 
Mayor LaGuardia’s recent crack- 
down on the burleycue houses was 
istigated by service men spending 
their leave in New York. 


7, FF F 


Dr. Barnes of Philadelphia is so 
much like the Terrible Tempered 
Mr. Bang that he ought to start col- 
lecting F. Fox cartoons for a spe- 
cial section of his art gallery. 

7, VV 

Brutally frank Dr. 
a few millions out of Argyrol, and 
perhaps he ought to consider pat- 
enting his unique devices for com- 
plete deflation of exaggerated egos. 


, VV 


Lever Bros.’ 


Young} problem of how far 


| 


Review Status of 
‘Contributed’ Copy 


Whole Subject of 
Promotion and Taxes 
Put Under Scrutiny 


Ottawa, Ont., March 19.—High 
officials in the Canadian govern- 
ment are wrestling with the vexing 
they should 
curb on wartime 
appropriations. Sole 

control rests with 
federal income tax officials who 
frown on any appropriations not 
considered “normal” and refuse to 
allow “excessive” expenditure as a 
proper deduction for tax purposes. 

Now there is atwo-fold argument 
raging here as to the meaning of 
the word “excessive” and the yard- 
sticks which should be used in 
judging “normal” expenditure, and 
as to what extent companies are to 
be allowed income tax deductions 
for advertising which they “con- 
tribute” for patriotic or war pur- 
poses. 

News that the government is 
considering a change in policy came 


go in putting a 
advertising 
authority for 


| like a bombshell to advertisers and 


Barnes made} that 


introduction of | 


Vimms to the vitamin market sug-| 


gests that the fellow who uses the 
new product in combination with 
Lifebuoy is going to be mighty hard 
to stop 

v v v 


Allied Van Lines, it is reported, 
believes “1942 will be a year of 
much movi.g.” And now that Mac- 
Arthur is on the job in Australia, 
the Japs should be able to do their 
share. 

v v v 


The National Association of 
Transportation Advertising, Inc., is 
the mouth-filling name of a lively 
new organization. Would it be in- 
terested in the slogan, ‘“‘Get a boost 
with a bus’? 


v v v 
Ti t 
made 


national racing congress, 
up of track operators, breed- 
ers and owners, thinks jockeys will 
be able to help the war effort by 


Supplying blood transfusions. For 
sheer generosity, this proposal is 
Practically breath-taking. 
’ v ’ 
Photos of the well - upholstered 


racing moguls who are so glad to 


donate the blood of their jockeys 
suggests that most of them could 


| 39, provided that at least 75 


the 


|; agencies, 


since it had been assumed 
the general lines of policy 
thrashed out last year prior to the 
Victory Loan campaign would be 
continued through 1942. 
tional and regional campaigns had 
been planned on that basis. 
Tax Allowance Made 
Last year, after strong represen- 
tations had been made by Canadian 
admen, the government agreed that 
advertising which was “contrib- 
uted” for patriotic purposes such as 
recent Victory Loan campaign 
should be allowed as a credit for 
income tax 
cent of the average appropriation 
during the three-year period, 1936- 
to 80 


|per cent of such advertisements 
were actually devoted to “war” 
|copy. Though laid down especially 


spare few pounds of flesh without 
even noticing it. 
’ v v 
Sci nce and Mechanics is sponsor- 
ing ‘um and Abner wood-carv- 
ing contest with the approval of, 
Mile Laboratories, though you 
might have thought the idea should 
nay ginated with Chase & San- 
Dorr 
v ’ v 
Dr ston Warne, who has pro- 
bose single government brand 
for « staple, to be distributed 
wit advertising, admits the 
idea iy sound fantastic to some.” 
The od doctor is a master of 
unde 


‘atement. 
Copy Cus. 


for the Victory Loan campaign, the 
policy was to be extended to other 
forms of patriotic advertising—sal- 
vage campaigns, rubber conserva- 
tion, Red Cross appeals, etc. 

Now that the Victory Loan cam- 
paign has gone magnificently over 
the top (the original objective of 
$600,000,000 was exceeded by $380,- 
000,000 or 63 per cent), some high 
tax officials are urging that the 10 
per cent tax credit be withdrawn 
entirely. They argue that its appli- 
cation has gone far beyond what 
was originally intended. No deci- 
sion has been reached yet, but the 
present indication is that the gov- 
ernment will reach a compromise 
of some sort with the special tax 
credit for contributed advertising 
probably being continued in a 
modified form. 

It will almost certainly be 
able for further Victory Loan 
drives and in all probability for a 

(Continued on Page 32) 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Admen in the Armed Forces 17 
Business Digest 21 
Canadian Magazines 26 
Chain Store Sales 20 
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Information for Advertisers 12 
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Obituaries 31 
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Rough Proofs ! 
Test Campaigns 30 
Voice of the Advertiser 22 


Many na-| 


purposes up to 10 per| 


avail- 


COOLER AND HIGHER 

am HOTTER WEATHER COMING! 
S Beat that Heat! In 
KODLER/ZED 


“S2” PALM BEACH 
SUIT 


See End to Mixup 

“<= Qver Government 

Use of Airlanes 
Advertisers, Council 


Draw Up Plan to End 
Broadcast Jam 


WASHABLE tor clear tresmmess! 


hf 


New York, March 19.—Active 

vin on Genus KODLER/ ZED |teamwork between advertisers and 

Palm Beach the government today brought 

closer to solution advertising’s most 

Suits critical wartime traffic jam—the 
ee a ee, element of hee “shuns” on eel 


Four reasons why the new Palm Beach 
suits are ‘"I2 per cent cooler’ form one 
of the chief selling points in this com- 
pany-sponsored newspaper copy, now 
starting its seasonal run. They retail 
at $1.75 more than during pre-war 1941. 


mercial broadcasts to 
departments 

Forty network advertisers, meet- 
ing with representatives of the 
Office of Facts and Figures and the 
Advertising Council, informally 
approved a joint plan for both end- 
ing the confusion that has existed 


Ruthrauff & Ryen is the agency. 
since Pearl Harbor and increasing 
ithe efficiency of the government's 


Factory Copy in 
he to \dvertising. Council radio. 
Newspapers Keys astm cane seine pista se 
work advertisers this weekend, iad 
. 
Palm Beach Drive 


the OFF hopes to secure final 

endorsement by the Army, Navy, 
Treasury, War Production Board 

Koolerized Theme Gets 

All the Play; Co-op 

Advertising Is Out 


and other agencies before another 
week is out. Details will not be 

Chicago, March 19. Fulfilling 
the promise made last fall (ApvErR- 


government 


|}made public until the hitherto com- 

| peting war agencies have agreed to 
the essential principles of the allot- 
ment plan. 


Suggestions Offered 


TISING AGE, Oct. 27, 1941) that The advertisers, as did_ their 
Goodall would abandon cooperative | agencies last week, met informally 
advertising in favor of straight fac-| with William B. Lewis, assistant 
tory promotion, the company today | director of OFF, Douglas Meservey 
announced that its 1942 campaign! of the OFF radio division, and the | 
for Palm Beach suits will consist | Advertising Council officials, freely 


entirely of newspaper 
placed by the 
Goodall 


advertising | contributing 
manufacturer. workable plan. 


suggestions for a 


copy, placed’ through In thus placing at the govern- 
Ruthrauff & Ryan, Chicago, made|ment’s disposal experienced media, | 
its first appearance in Florida last|research, and creative talent 


(Continued on Page 29) (Continued on Page 31) 


Last Minute News Flashes 


South Bend to Be Scene of Big Nutrition Drive 

Washington, D. C., March 20.—The biggest local drive yet staged to 
sell the national nutrition program to the people will get under way 
shortly in South Bend, Ind., to be followed by similar drives in other 
cities. Bakers will do most of the advertising, stressing enriched bread, 
and other food advertisers are expected to tie in, although all scheduled 
material is not yet ready. Paul Cornell, former agency head and con- 
sultant to W. L. Wilson, assistant director of the Office of Defense, Health 
and Welfare Services, is directing the effort, but no government adver- 
tising will be used. 


Sinclair to Launch Drive Next Month 

New York, March 20.—-Sinclair Refining Company will employ a semi- 
cartoon technique in an institutional campaign for “Sinclair-ized” serv- 
ice beginning in April. Half pages will be used semi-monthly in Col- 
lier’s, Liberty, Life and The Saturday Evening Post, and monthly in The 
American Magazine. Local agents will share the cost of other coop- 
erative promotion. Hixson-O’Donnell Advertising places the account 


British Committee Upholds Pepsi-Cola Trademark 

New York, March 20.—Holding that the trademark Pepsi-Cola does 
not infringe on Coca-Cola, the judicial committee of Britain’s Privy 
Council, highest court of the Empire, yesterday unanimously reversed 
a Supreme Court of Canada decision appealed by Pepsi-Cola of Canada, 
Ltd. Pepsi-Cola Company, announcing the cabled advice from London, 
stated that this action concluded the Canadian trademark litigation 
which began four years ago. 


Milk Foundation to McCann-Erickson 

Chicago, March 20.—The Milk Foundation, Inc., today named McCann- 
Erickson to direct its advertising account. In the next 10 days, Founda- 
tion officials said, a campaign will begin in the Chicago area utilizing 
newspapers, transcribed radio and car cards 


| officials 


Rumors of Imminent Paper 


Rationing Denied by WPB 


Supply and Demand 
"Reasonably Balanced," 
But Conservation Urged 


Washington, D. C., March 19. 
Trade rumors that rationing of the 
various papers used in publishing 
and advertising is imminent were 
denied by War Production Board 
today. Although caution- 
ing against over-optimism — since 
the present situation may change 
for the worse at any time, they de- 
clared that no restrictions on paper 
distribution are contemplated — in 
the foreseeable future. 

Although occasional 
have occurred, due largely to mal- 
distribution and hoarding of 
special grades, the supply and de- 
mand situation in printing papers 
is officially decribed as “reasonably 
balanced.” This applies generally 
to newsprint, book paper used by 
magazines, and other types popular 
in direct mail advertising. 

As to newsprint, there is actually 
a surplus capacity at the moment. 
Labor, power, transportation and 
material shortages which may crop 
up in the future are more of a 
threat than the supply of newsprint 
itself. A similar situation exists in 
book paper, and in both cases the 
prospects are for an_ increasing 
surplus. 


shortages 


some 


Renard Explains Set-up 
George A. Renard, acting chief of 
the printing and publishing branch, 


issued a statement today casting 
light on various WPB restrictions. 
Besides explaining recent orders 


affecting the printing and publish- 
ing field, he made the following 
comments on shortages of various 
materials used in the industry: 

Carton stock—‘one of the major 
bottlenecks in the paper field 
Probably won't be cleared up 
readily, and cartons or carton stock 
will be held to a minimum for 
everything except war program 
items.” 

Adhesives—“No serious shortages 
of adhesives employed in book or 
magazine binding have been 
perienced in graphic arts indus- 
tries up to this time. 

Glycerine—“Becoming extremely 
critical, The manufacturers of 
glue-glycerine rollers are at pres- 
ent working on a 1940 basis which 
represents a 30 per cent cut 
1941. An additional 30 per 
cut is expected.” 

Ink—‘Difficult to evaluate where 
shortages will occur . An ink or- 
der is being considered that will 
effect approximately a 30 per cent 
cut in the use of certain colored 
pigments but not necessarily a 
comparable percentage cut in inks 
produced whose formulations in- 
clude these pigments. .. There is 
no intention to effect a horizontal 
cut of all colored inks.” 

Transportation—‘The country is 
faced with a probable shortage of 
railroad cars. We urge all print- 
ers and publishers to cooperate 
with suppliers so that each incom- 
ing and outgoing car be loaded to 
its greatest practical capacity 
A good job has been done thus far, 
but we do not believe that maxi- 
mum efforts toward effective utili- 
zation of freight cars has been fully 
accomplished.” 


ev- 


over 
cent 


HARRINGTON URGES 
STRICT ECONOMIES 

New York, March 
| anticipating no 


19.—Although 
further immediate 
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rationing of pulp or paper, Guy L. 
Harrington, chairman of the paper 
committee of the National Publish- 
ers’ Association, urged all publish- 
ers to adopt vigorous conservation 
measures as insurance of their own 
future supply. 

Mr. Harrington, who is 
president in charge of 
of Macfadden Publications, said 
that his committee’s surveys re- 
vealed a plentiful supply for 1942 
of the lower grades of pulp used 
in book papers, although the 
higher grades, particularly  sul- 
phite, are already under rationing 


vice- 
production 


because of government munitions 
requirements. 
Book paper demand has eased, 


he indicated, because of the trans- 
fer to war work of many industries 
that have been large users; auto- 
motive, radio, refrigerators, washing 
machines, etc. Some _ conserva- 
tion will come, also, due to in- 
creased magazine circulation rates. 

Keynote to the entire paper sup- 
ply problem is that of transporta- 
tion, Mr. Harrington pointed out. 
By July, or in the fall at the latest, 
anticipated shortages of railroad 
cars and motor trucks may necessi- 
tate a reduction of paper deliveries. 

With excessive stocking up out- 


lawed, publishers should begin im-| to Robert L. Murray, director of 
mediately to practice the strictest! public and customer relations. 


Gertrude Lanza to ASCAP 


economies in plant operations 
concluded. 


Mosley Named New 


Seagram Ad Manager 
George E. Mos- 
ley has been ap- 
pointed adver- 
tising manager 
of Seagram-Dis- 
tillers Corpora- 
tion, New York, 
succeeding C. 
Luckey Bowman. 
He was formerly 
assistant direc- 
tor of advertis- 
ing and _- sales 
promotion. 

Mr. Mosley, 
who was pre- 
viously in the G. © tleeey 
advertising department of General | 
Foods Corporation, New York, 
joined Seagram as assistant ad- 
vertising manager in 1935 and was 
later named supervisor of adver-| 
tising. 


Gertrude Lanza, formerly in) 
charge of sales promotion and ad- |} 
vertising at Columbia Artists, New 
York, has joined the American So- 
ciety of Composers, Authors and | 
Publishers, New York, as assistant | 


| 


"Wartime Value of 
Taxicab Army Is 
Campaign Theme — 


Companies Seek to 
Raise Tire Priority 
Ratings for Cabs | 


New York, March 19.—The na-| 
tion’s taxicab industry turned to 
advertising this week in a con- 
certed effort to get its tire priority 
rating stepped up to a par with| 
that of public buses, from a 1-B to 
a 1-A classification. Several of the 
largest companies presented their 
case to the public with newspaper 
insertions in New York, Chicago, | 
Philadelphia and Cleveland, which 
emphasized the important role 
taxis are prepared to play as an 
auxiliary to the armed forces or 
Red Cross in case of necessity. 

There are an estimated 50,000 
cabs in the entire country, half of 
which are operating in vital sea- 
board defense areas. The majority 
of these have been equipped with 
radio receivers, thus enabling driv- 


| 


market. 


16TH CENSUS 


OF THE UNITED STATES 


wo sources of statisties 


and Iwo Only! 


Everyone is a “booster” for his 
community. This is as it should be 
... it’s the American way. Com- 
mendable as such enthusiasm 
may be, it does not necessarily 
provide a dependable yardstick 
in hard-headed measuring of a 


sources and 


With this in mind, it is the policy 
of the Blade, in its promotion 
activities, to use only unbiased 
and authentic data from two 


| government 


} 


two sources only — | 


the Reports of the United States 
1940 Census, and of the Audit 
Bureau of Circulations. 


| 
| 


TOLEDO BLADE — 


One of America’s Great Newspapers | 


REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


wry 


ma 
JF. OHIO'S 


DOUBLE 


CAB INDUSTRY STARTS NEW DRIVE 


— _—e 
i 


cHicacos F 
TAXICAB 
SERVICE 


Apparently 4 
concerted adver. 
tising effort un. 
dertaken inde. 
pently by the 


cab companies 

ALWATS A COMVEMIENCE AMD MECESSITY of New York, 

as aaiiies Chicago, Phila- 

jm war ) 4 PONHLSS ib 68 UREROERCHES delphia and 

a Cleveland, copy 

ops me en eee similar to this 
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cer shift cabs from 
‘tae cones of crvisiae OLrense PO ch, rime 1-B rubber prio 
AND HEALTH DEPTS. AmEnican BED cross ority classifica 

steer SP IE tion to I-A. Ip 

Mod rm rm = ey —-" New York World 

3 <lvasvecean “ — so ‘ Wide Advertis. 

Te Mt Be OF THE TAXICAB INDUSTRY OF cuicaco ing Corp. placed 


the copy; in Ch 


SAVE YOUR MONEY 


BUY DEFENSE BONDS AND STAMPS 


cago, Caples Cc 


1 Pe oe 


| 


ers to receive and carry out orders 
from defense officials with a mini- 
mum of delay. Large numbers of 
shock troops, doctors or nurses 
could quickly be transported to 
wherever needed in this manner, it 
is claimed. 

A spokesman maintained that of 
the 15,000 doctors in New York, 
less than one-half are licensed to 
drive cars, and added that the 
Office of Civilian Defense has had 
the use of cabs under consideration 
in event of a catastrophe. 

It has not yet been decided 
whether the drive will be continued 
and expanded, since the industry is 
now awaiting government reactions 
to the initial effort. Initial copy in 
New York was signed by the Par- 


melee System and the National 
Transportation Company. World 
Wide Advertising Corporation is 


the agency. 


YELLOW CAB SPONSORS 

Chicago, March 19.—Calling at- 
tention to the vital necessity for 
continued service, the Chicago 
taxicab industry took space in all 
six local newspapers this week to 
tell its story. Full-page copy ex- 
plained the steps taken by the cab 
companies to cooperate with the 
and emphasized the 
value of a trained, mobile group of 
men, 

The copy is primarily sponsored 
by Yellow Cab Company, but all 
cab operators in the city are coop- 
erating in the drive, according to 
Benjamin Samuels, vice-president 
of Yellow Cab. The object of the 


_advertisements, Mr. Samuels said, 
is to awaken the public to the 
necessity of cabs, and, working 


from that angle, to assure alloca- 
tion of critical materials to keep 


cabs rolling. ‘“Group-riding” to 
| save facilities and consumers’ 
money—a_ step suggested to 


companies by the government—is | 


being urged. 
Cites Taxicab Armies 


An unusual feature of the copy 
is the claim that taxis, of which 
more than 2,500 have landaulet 
roofs which can be lowered, could 
be used as ambulances in the event 
of a catastrophe. The Chicago Sun 
has been conducting an editorial 
crusade against the city’s lack of 
police ambulances. 


One of the cab companies felt 


that the campaign should be viewed 
from the standpoint of educational 
copy, pointing out the existence of 
a reservoir of disciplined men in 
the taxi drivers corps. Chances of 
the advertisements influencing the 
allotment of rubber, the most criti- 
cal of the materials used by cabs, 
are slight, it believes. It empha- 
sized the role played by taxicabs in 
war, such as the taxicab army that 
rolled out of Paris to stem the Ger- 


/mans at the Marne during the first 


| World War, 


cab | dedicated 


|ally by the Mutual network. 
| studios are especially designed for 


and the more recent 
taxicab army which tried vainly to 
halt the Japanese in Java. 

The potential value of the cab 
corps is explained in the copy, 
which says, “Excepting the estab- 
lished police, fire and health forces 
of Chicago, taxicab drivers consti- 
tute the only trained civilian re- 
serve battalions which, in a catas- 
trophe, can be called to instant 
service and move men and material 


from point to point as necessity 
demands.” 

Further advertisements planned 
depend upon cooperation among 


the companies and upon response 
to the first ad. The Caples Com- 
pany is the agency. 


Heads Atlantic Council 


H. K. Dugdale, Van Sant, Dug- 
dale & Co., Baltimore, has been 
elected chairman of the Atlantic 
council of the American Associa- 
tion of Advertising Agencies. Othe: 
officers are Norman Geare, Geare- 
Marston, Philadelphia, vice-chair- 
man; and Lee Hood, Richard A 
Foley Advertising Agency, Phila- 
delphia, secretary-treasurer. M. E 
Goldman, Aitkin-Kynett Company, 
Philadelphia, has been elected to 
the executive board. 


Net Dedicates Studios 


The Yankee Network formally 
its new studios at 21 
Brookline avenue, Boston, on March 
20 with a program carried - 

e 


the acoustics of FM broadcasting, 
and one of the studios is three 
stories high to accommodate the 
network’s new 15-ton organ. 
Two to Stewart-Jordan 
Suburban Company, Ardmore 
Pa., and Hotel Wellington, Phila- 


delphia, have placed their acc yunts 
with Stewart-Jordan Company 
Philadelphia. 


ee 


| “Ask your 
Agency 
| to ask the 
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5000 watts - 


for LOUISVILLE — NOT CHINA! 


WAVE 


NBC 


" FREE & PETERS, INC. 


“ Exclusive National Representative’ 
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vation of materials,” he wrote, “for Ewan Joins Ship Builder Point U War Aid in areas where there are heavy 
Standard Food a number of years all lines of busi-| 2..1 ©, Ewan has been named | P defense activities; give a lift to 
ness have, through intensive com- assistant to the president in charge of Civilians in neighbors in order to. relieve 
k Ask d petitive methods, developed great of public relations for the Federal over-taxed transportation facilities; 
extravagance in the matter of pack- Shipbuilding and Dry Dock Com- c carry small parcels to save man- 
Pac ages e aging and servicing the trade. 1) P&my, Kearney, N. J. Mr. “er New Mennen Oopy power, tires and gasoline; save col- 
in House Bill industry, but I know the same newspaperman of long experience.|'™®J0r portion of copy devoted to |‘ a er ‘ piercer In back yards 
| thing goes on in many others. We He was formerly a member of the | Specific suggestions on how civilians | "4 Vacant properties to supple- 
| need to get back to the time of — oe of the New York) can cooperate in the war effort, the — - hme 7 ee 
° r barrels ard tierces in- Times, Wall Street Journal, and! Mennen C anv ay 1: ae, - ML. esewetler Advertising 
Establishes Regular Stead of catering to every whim of| With the public relations <depart-| new drive he weckie. munched @ | Agency directs the account. 
Units for Foods and | the dealer and consumer. No one — lis «1am Corpora-| page insertions will appear every , napeesinmmanin 
|/company in any industry will be jn ; three weeks in Collier's, Life, Look Belfi Heads KABC 
Beverages | willing to do this ahead of its com- and The Saturday Evening Post ae Belfi, formerly with 
petitors, but there is a tremendous “Ty, vied over a four-month period <TSA, San Antonio, has _ been 
Washington, D. C., March ate here for saving, so much so ae — capris d Mainly pictorial, with only about named manager of Station KABC, 
tandardization of virtually all| that if it is controlled there will be 4." third poe le oe a Berea ee es 15 per cent of the advertisement ane ogg a, — 
food packages became a possibility less rationing and a very consider- competition, offering “ total of allotted to Mennen shave products, ies Pte SB tg aie’ Sia coee 3 -. 
of the future this week following | able reduction in the expense of $7,500 in prizes. Deadline for the pages will urge the public to viously manager of ‘KFUL ney ba 
introduction of a bill “to prohibit | 800ds to the consumer.” entries is midnight, May 1. rent spare rooms to war workers’ yveston and KFDM in Beaumont. 
the movement in interstate com- 
merce of packages of food not of | 
standard units of weight or meas- 
ure.” 
The bill was introduced in the | ‘. 
House by Rep. Andrew L. Somers, " 
chairman of the committee on 
coinage, weights and measures, to 
which it was referred. The pro- 
posal is an outgrowth of recom- ) 
mendations made at the last meet- ic 
ing of the National Conference on 
Weights and Measures, an organi- 
—_ zation of state and city weights and an 
ed measures officials which is linked . 3 a 
ial with the National Bureau _ of a | ii 
of [| Standards. THE FORGOTTEN,s MAR 7S ~" 
in The bill sets up standard units _ Shae : | a 
of for various packaged foods. Dry of % " 
he and solid foods, for example, could ae . 5 oe 
ti- be put up in packages of one ounce, = JZ j ve eee 
bs, J two ounces, four ounces, eight C y , 
la- ounces, twelve ounces, one pound, entral New York eee ,. - = : , : . 
in § one and one-half pounds, and mul- ; me , i. 
lat & tiples of one pound. Similar stand- 
or- § ards are proposed for liquid and 
rst @ canned foods. Carbonated bever- 
nt & ages would have to be packaged in 
to & units of six ounces. 
‘ab & FSA Will Administrate 
PY, Administration of the measure 
ol would be placed in the hands of 
ns the Federal Security Agency, a 
oul component part of which is the 
an j Food and Drug Administration. Al- 
ant R though not mentioned in the bill, 
‘ial Y it is presumed that FDA would 
ity handle it. Imported products 
’ would be included through an ar- 
at i rangement between FSA and the 
ng Treasury. | 
nee The act would become effective 
=. OF 12 months after the Jan. 1 next 
succeeding its enactment, except 
that FSA would be empowered to 
F make investigations or delegate 
; such responsibilities to state or lo- | 
ig- cal officials and could also postpone | 
pen the effective date as it applied to 
itic fF particular products. | 


ne’ | CUDAHY HEAD SUPPORTS 


‘ire “CRACKER BARREL” PACK 
A Chicago, March 20.—E. A. Cud- | 
~ ahy, president of Cudahy Packing | 
“a. Company, has written a letter to 


to Donald Nelson, WPB head, strongly 
urging that “victory packaging” 
supplant the “frills and furbelows 
and intriguing little gadgets” which | 
characterize too much packaging 
ally today. 
“In connection with the conser- | 
| 


00 much, perhaps, has been said too often about 
Central New York as a “rich industrial market.” 


It completely overlooks the fact that here is a tremen 
dously wealthy farming area as well. Its 75,726 larm lam 
ilies — 48% of all those in the state — produce 5 per cent 
ol the total value of the country s farm products... an 
annual farm business of $131,154,000* 

WSYR~—with its new five fold increase in power— 
reac hes, influences and sells all ol Central New York and 
then some — 24 counties by latest survey. Why not get in 
touch with us for details? 


SYRACUSE, NEW YORK 
Col. H. C. Wilder, Pres. — 


” 


Virtually one-third of the popu- 
A! lation of America’s 27th market 
(the Census Bureau-defined Troy- 
Albany-Schenectady metropolitan 
district) lives within the zone of 
influence of The Record News- 
Papers, Troy’s sole dailies. 


NOW BASIC NBC 


RED eeprestnteD BY RAYMER 
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atta M 

— 
In anticipation of passage, the bu- | circumvented. This group had 

Proposals t0 Tax Branch Adds Three «© COMGTESS APPFOVES seu. hn. taken no stem toward pison-oled an ‘earier mrovnat Wt PI 
ranc ree making a manufacturing study for | Which had passed the senate with. 


Three consultants to the pulp and 


Sweeping Changes 


1941. 


out opposition. 


Advertisin Aired paper branch, Division of Industry in ensus Bureau It was also learned today that a — 
Operations, War Production Board, | & — ; " . 

g have been appointed. They are: iad substantial share of the personnel Series to Red Cross al 
o Howard E. Whitaker, director and _ Washington, D. C., March 19.— heretofore engaged in work on Betty Crocker, General Mille fe 

ttee member of the operating commit-| Congressional action was completed manufacturing studies may be home economist, will dedicat, a 
e ore omml tee, Brunswick Paper & Pulp Com-| today on the second war powers transferred to the War Production series of radio programs to the eff 
pany, Brunswick, Ga.; A. G. Wake- | bill, calling for sweeping changes | Board, which has its own statistical); American Red Cross begin: ing can 
Washington, D. C., March 19. eed <tc pce A mcngggy eat Fox — in operations of the Census Bureau | division. Dr. Vergil Reed, assist-| April 2. The programs will be Co 
Long -expected proposals to tax and. Phillips a Dennett pre Lan including adoption of the sampling ant census director, has already pa * Byes BP EWT, on Sta 
advertising were aired before the Bird Machine Company ‘South technique, abandonment or curtail- | joined WPB. hit see “7 BBDO dinate tha or - cia 
House Ways and Means committee | wajpole, Mass. : ment of any regular census, and| Passage of the war powers meas- casts, which will originate are et par 
yesterday when Rep. Harry gp — disclosure of heretofore’ secret ure, an omnibus bill which was re- cago. a 
urged that newspaper and radlo : data for war purposes. ported out of the Judiciary commit- ee = 
advertising be taxed. He presented WKBN Adds Simon ‘ Signing of the measure by the tee of the House. concluded nearly Two to Rambeau s 
no formula or rate schedule but Gilbert Simon, formerly ; with president is regarded as certain,| a year’s effort by census officials to penny aaa pile 
asked that “$90,000,000 a year now| United Advertising Corporation, | ‘i iaciinaliaies ecg a : es eee Z Stations WATR, Waterbury, inc 

¢ . ae i , ; and enactment of the measure ap-| gain new powers. By tacking a ‘ ¥ ss / 
granted to the newspapers as sub- | Newark, has been named promo- : } Conn., and WNAB, Bridgeport, floc 
sidv” ne sanevered | tion manager of WKBN, Youngs- parently will seal the doom of the census section on the omnibus bill, have named William G. Rambe.y of | 
Rep. Sauthoff, a Wisconsin Pro- | town, O. biennial census of manufactures.| the House census committee was’ Company as their representative tra 
gressive who was one of the insti- a 


gators of the proposed tax on radio 
and outdoor advertising which nar- 
rowly missed enactment last year, 
referred to the second-class mail 
privilege in speaking of a $90,000,- 
000 newspaper “subsidy.” Radio, 
he said, merits taxation since it also 
receives “a special privilege from 
the government.” 

He told the committee: “An 
inspection of any of the metropoli- 
tan dailies will show you that one- 
third to one-half of the contents of 
such papers is devoted to commer- 
cial advertising, which pays a 
large revenue. Because these news- 
papers enjoy a $90,000,000-a-year 
subsidy from the government, | 
which, of course, the average citi- 
zen must pay, and because com- | 
mercial advertising is a matter of | 
profit, pure and simple, and not | 
educational, therefore, I feel that | 
we could recover $90,000,000 a year | 
now granted to the newspapers as | 
subsidy by placing a tax on these | 
commercial advertisements.” 

Turning to radio, he said: “Here, | 
too, the government should step in | 
and exact a fee for this form of 
advertising. As to the amount of | 
fee, I leave that to the good judg- | 
ment of the committee 

Rep. Sauthoff also recommended 
that a $75,000 limit be placed on all 
salaries, that corporations be re- 
quired to buy non-negotiable, non- 
interest bearing government bonds 


Up on the nation’s bookshelf goes”Thirteen by Corwin,” 


—the ninth book recently published which took as its text . 


the sustaining” programs of CBS. More and more, pub- 


” 


lishers are turning to the literature of the air for source 


to the extent of 20 per cent of 
income subject to excess profits 
tax, and that joint returns by hus- 


bend and wide be made mandetery material, This may not be a trend, 


as urged by the Treasury. 

Secretary Morgenthau said today | 
the Treasury would reserve deci- 
sion until July 1 upon proposals to | 
require employers to pay overtime | 
wages in defense bonds. This plan, | 


But we think it writes this story: the literature 


of the air has come of age. 


he said, can be considered only in | 
connection with abandonment of | 
the present voluntary purchase | ° a » 66g ous . 
aysten. Day in, day out, the air is full of “first editions” 


He added that action on chang- 
ing the name of the securities to 
“War” stamps and bonds would 
also wait until July 1, so that large | 
quantities of promotional material 
would not be rendered valueless. 


--. printed in decibels instead of type, signed by our 


“Liberty” Opens Office 
Liberty, New York, has opened a 
Philadelphia office in the Commer- 


cial Trust bldg. 


| SER VICE | 


advertisers and ourselves. 


CBS sustaining programs alone would fill a five-foot 


shelf each week. And in any one year, CBS builds for its 


| 
millions of listeners a well-stocked. well-balanced library. 
| , 


) 
verre yopores S y 


Seance na 


Columbia Broadcasting System 


DEPENDABLE 
MARKET RESEARCH 
TABULATING 


Complete facilities and long ex- 
perience enable us to meet the 
exacting demands of agencies, 
publishers and marketing 
analysts. 


*The italics are ours, because the sustaining programs are ours—written and produced 


under the sponsorship of the Columbia Broadcasting Svstem. 


Send for your copy of the Book- 
let entitled “Economy in Mar- 
ket Research.” 


“ 


_ RECORDING & STATISTICAL CORP. | Se 
102 Maiden Lane, New York. N. Y. 


BOSTON CHICAGO DETROIT ~ ‘ 2 oe 
MONTREAL TORONTO xe — 
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: § Plan Heavy Easter 
Drives for Star 
and Globe Hams 


Color copy will break 
issues of American Home, Better 
Homes & Gardens, Good House- 
keeping and Woman's Home Com- 
panion. The schedule also calls for 


in April 


sion of Swift & Co., is using a series 
of three advertisements in local 
newspapers and dailies in five Wis- 
consin cities along with an inten- 
sification of its radio advertising 


carton designs with a patriotic red, 
white and blue color combination. 
On the inside of the new wrapper 
are printed recipes for baking, 
cooking and serving Globe ham 
along with a 


color pages in Life and The Ameri- to promote its Globe ham _ for ; complete picture 
s’ Chicago, March 19.—Terming the can Weekly, timed to tie in with the Easter. course and simple instructions In 
a effort the “biggest ham-selling seasonal appeal. Newspaper copy Besides Milwaukee newspapers, the proper method of carving a 
e campaign of all time,” Armour & of 1,200, 800 and 600 lines will be pjankinton’s Easter ham copy will ham, - et Ba ; 1 
e Co. will emblazon the names of its employed throughout the country,/run in newspapers in Wisconsin The Cramer-Krasselt Company, 
“ Star ham and cooked ham as a spe- being concentrated in the week Rapids, Sheboygan, Fond du Lac, = ee eee ee ETN 
S cial Easter-time treat in 700 news- before Easter, and panel posters Janesville and Racine. In addition. account. 
i- papers and with four-color full also will be used in the Chicago) spot announcements will be heard armenian 
- age advertisements in _ national | area. several times daily until Easter _— 
ona Lord & Thomas directs the ac- over the Wisconsin Network sta- Opens New Division 
Grocers have already been sup- | count. tions and dealer helps in the form oan — ee Bureau of 
lied with colorful Easter displays, of counter and window displays ana, avebd., Mas set up a con- 
inc] iding window, counter and PLANKINTON STARTS will augment the stepped-up Eas- ramos’ a — = 
; floor displays. Against a backdrop EASTER CAMPAIGN ter campaign. jemmarte manne a of “the ‘besenate 
u of Easter lilies, a large ham is illus- Milwaukee, Wis., March 18.— The company has re-packaged its macchandies y <a and pre- 
trated, embellished with pears. | Plankinton Packing Company, divi-;meat products in new wrapper and viously with Fairchild Publications. 
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| its 6,000 member hotels. 


END WASTE! 


This is one of a series of red, white and 
blue posters designed by John Falkner 


Arndt & Co., Philadelphia, for the Penn- 
sylvania Hotels Association and adopted 
by the American Hotel Association for 
The theme, 
“Conserve and you serve Uncle Sam," 
and the group's national emblem are 
prominent throughout the series. 


Mrs. Patterson 


Sues Winchell, NBC 


and Jergens Co. 


Washington, D. C., March 19. 
Culminating a feud of several 
months’ standing, Mrs. Eleanor 
Patterson, publisher of the Wash- 
ington Times-Herald, has filed in 
court here a $400,000 defamation 
suit against Walter Winchell, An- 
drew Jergens Company and_ the 
National Broadcasting Company. 

The suit results from the column- 
ist’s March 15 broadcast for Jergens 
over NBC in which, according to 
the complaint, he falsely implied 
that Mrs. Patterson was associated 
with the late Sen. Ernest Lundeen 
and George Sylvester Viereck, con- 
victed Nazi agent. 


Demands Punitive Damages 


“Compensatory damages” of 
$100,000 are sought from all three 
defendants, and an_— additional 
$100,000 from Winchell in “puni- 
tive damages.” 

The publisher and 
have been at loggerheads' over 
their opposing viewpoints on the 
war. The Times-Herald buys the 
Winchell column but has not been 
printing it regularly. Winchell has 
protested, and has announced that 
he hopes to obtain another Wash- 
ington outlet as soon as the present 
contract expires, 


columnist 


Starts House Organ 

Gruen Watch Company, 
nati, has begun 
bi-monthly house 
Time.” The new magazine makes 
its bow with the April issue, and 
will be sent to an extensive list of 
Gruen customers. 


SPOTCASTING 


BUILDS MORE SALES 
AT LOWER COST! 


More money for © 
the HOT SPOTS 


Cincin- 
publication of a 
organ, “Gruen 


Nothing wasted on 
the DEAD SFOTS 


Special attention to 
the TOUGH SPOTS 


NATIONAL STATION 
REPRESENTATIVES 
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ADVERTISING AGE 


March 23, 1942 


Expanded List of 
889 Dailies Gets 


Hanes Campaign © 


Winston-Salem, March 19.—A| 
list of 889 newspapers in 650 cities 
throughout the country, including 
Hawaii, will be used in the 1942 
spring advertising drive for P. H. 
Hanes Knitting Company. Inser- 
tions for the spring and summer 
line of underwear have already be- 
gun in Florida and Texas, and the 
program will be expanded to the 
full list by April 1. During the 
past 10 years the company has in- 
creased its newspaper list from 658 
to the current 889. 

This season’s copy will stress the 
comfort and quality obtainable 
with the Hanes product at moder- | 
ate price, with ads appearing every 
two weeks through June. 

N. W. Ayer & Son, Philadelphia, 
is the agency. 


Carmine Promoted 


James H. Carmine, who joined 
Philco in 1923 and has served as 
Middle West sales manager, assist- 
ant general sales manager and sales 
manager, has been elected vice- 
president in charge of merchandis- 
ing of the Philco Corporation, 
Philadelphia. 


| ADVERTISING 


New Tube Mefal, 


‘Sheffaloy,’ Gets 
Promotion to Trade 


New London, Conn., March 19.— | 
A new collapsible tube metal, | 
called “Sheffaloy,” has been devel- | 
oped by the New England Collapsi- | 
ble Tube Company of New Lon- | 
don. Inasmuch as the product is 
said to be a good substitute for) 
metal normally used in the manu- | 
facture of collapsible tubes, it is | 
felt here that “Sheffaloy” will prove | 
adequate for the packaging of 
shaving creams, tooth paste, etc., | 
thus saving vital tin supplies. 

H. A. Larson of the company told 
AGE this week that it 
is still trying out the new product 
in its own plant and laboratories 


and in the plants of numerous cus- 


tomers throughout the United 
States and other countries. In 
addition, he asserted, many of 


these same customers have already 
adopted this new metal after com- 
prehensive tests. 

Mr. Larson reported that the 
new material offers many advan- 
tages and from tests carried out by 


ALTERNATIVE 


(he CONTRIBUTION TO THE AMERICAN WAY OF LIFE... 


Oe ee 
> VEC, 


A HIGHLY SATISFACTORY ALTERNATIVE METAL NOW READY 
FOR THE MANUFACTURE OF “SHEFFIELD PROCESS’ TURES 


NEW ENGLAND COLLAPSIBLE TUBE CO. 


With the hunt for a satisfactory sub- 
stitute for tin in packaging shaving soap, 
tooth paste. etc.. in full cry, New Eng- 
land Collapsible Tube Co. proposes 
Sheffaloy, which it asserts is made of less 


| critical metals and is otherwise an ade- 


quate replacement. This copy appeared 
in drug and cosmetic papers. Vanden 
Co. is the agency. 


the company and as a result of 
information given it by customers 


OTHER DAY 


What a whopper Edgar laid! 


HE Edgar had to get 
, an important sales bulletin in a 
hurry to all his company’s dealers. 

“Tl run it off on our stencil dupli- 
eator,” said Edgar. “Save time. It will 
be in the mails tonight.”’ 

Edgar grabbed some paper and got 
the bulletins out. But he missed on one 
point and that’s where he laid his egg. 
that the bulletins 
smudged and blurry the dealers couldn't 
Most of them didn't even 
They filed 
bulletin in the wastebasket. 


It seems were so 
read them. 
try to. simply Edgar's 
He 
just ordered a supply of Hammermill 
Mimeo-Bond. And _ the 


Edgar knows better now. has 


next time he 


turns out a stencil job, the copies will 
be sharp and clear—even though he 
runs 3000 from a single stencil. They'll 
take typing neatly, too. 
take pen 
feather. 


And 
found Hammermill 
Bond ? He wrote Hammermill 
for a free 100-sheet packet and tested 
it in his own office. He got a handy 
booklet, too—‘‘Good Stencil Duplicat 
ing’’—which gave him some useful tips 
on how to get better copies. 


They'll even 


writing, and the ink won't 


how do you suppose Edgar 


out about Mimeo- 


Ka sy. 


P. $. /f you want to get in on this same 
offer, just address a note on your com 
pany letterhead to Hammermill Paper 
Co., Dept. A-323, Erie, Pa. 


| any 


| 
| ment 


who have carried out comprehen- 
sive studies, ““‘we doubt whether 
of these customers will ever 
care to go back to tin, for ‘Sheffa- 
loy’ is in many ways a distinct im- 
provement over tin for collapsible 
tube manufacture.” 

It is said that the metal, when 
used in conjunction with the com- 
pany’s new Vinicote series of inner 
liners, is suitable for the packaging 
of any item which now uses col- 
lapsible tubes. The Vinicote series 
includes about 50 different types of 


liners, to prevent any reaction be- | 


tween the “Sheffaloy” container | 
and the product it encloses. 
“Sheffaloy,” according to Mr. 


Larson, is an exclusive develop- 
of the company’s own re- 


search staff. Production is limited 


iat present, he said, and is “hardly 


| 


enough for the firm’s regular ac- 
counts.” According to T. C. Shef- 
field, another company executive, 
as more materials are obtainable, 
the company hopes “to make the 
tubes available to all buyers of bet- 
ter collapsible tubes.” 

The Vanden Company, Chicago, 
will handle all advertising. The 
company’s copy is now appearing 
in drug and cosmetic business 
papers. 


Restrict Use of 
Tin for Tubes 
and Type Metal 


Washington, D. C., March 18.— 
New tin conservation measures 
were ordered by the War Produc- 
tion Board today in an amendment 
banning the use of tin in a long 
list of civilian products, limiting 
collapsible tubes to 7.5 per cent tin 
by weight, and restricting the use 
of secondary tin metal in plates and 
type metal for the printing and 
publishing industries to amounts 
used in 1940. 

The order includes a list of prod- 
ucts in which no tin may be used 


Pa., 


Caplan's, Harrisburg, store, used 

this small-space newspaper advertise- 

ment to offer cash or credit—two cents 

apiece—for used tooth paste and shav- 

ing cream tubes, promising to turn them 

over, cost free, to Uncle Sam as a de- 
fense aid. 


cent until then and 40 per cent 
thereafter amounts which can be 
used in other products not on the 
list. This restriction does not apply 
to Army, Navy and certain other 
governmental contracts. 

The limitation on tin in collapsi- 
ble tubes is part of a series of by- 
weight reductions. Until May 1, 
for example, the maximum tin con- 
tent of solder per weight is 38 per 
cent, and after that date a reduc- 
tion to 30 per cent is ordered. 

WPB ruled that no virgin tin 
may be used in the manufacture 
or treatment of type metal, but 
printing and _ publishing trades 
fared well otherwise. In the case 
of both secondary tin for type metal 
and solder or solder foil for the 
manufacture of printing plates, 
printers and publishers may use as 
much tin as in the corresponding 
quarter of 1941. The 38 per cent, 
and later 30 per cent, restrictions 
on by-weight tin content of solder, 
however, apply to all industries 
and all uses, 

On the prohibited list are adver- 
tising specialties, musical instru- 
ments, fasteners, novelties, jewelry, 
toys, seals and labels, household 
furnishings, buttons, emblems and 
insignia, and beverage dispensing 
units. 


Joins Gray & Rogers 


T. Harry Thompson, for the past 
15 years with N. W. Ayer & Son, 
Philadelphia, as copy supervisor 
and account executive, has joined 
Gray & Rogers, Philadelphia. 


| reply, 
| change itself has provided the goy- 


——— 


Cheese Industry 
Denies Federal 
Anti-Trust Charge 


Chicago, March 19.—Uncle Sam 
himself bought 90 to 100 per cent 
of the cheese sold on the Wisconsin 
Cheese Exchange since July, 194}. 
Paul J. Donovan, attorney for the 
exchange, declared today in answer 
to an anti-trust indictment nam); 
101 cheese dealers, processors a; 
distributors. 

A federal grand jury returned the 
indictment here yesterday, charg- 
ing 45 corporations and 56 indi- 
viduals with a conspiracy to fix 
prices on American cheese and 
cheese products both to produce: 
and consumers. Mr. Donovan, 
pointed out that the 


id 


ex- 


ernment with a market at which 

could “readily and economically 
buy the large supplies it needed fo 
the war program.” Denials of the 
anti-trust charges also came fro) 
others involved in the federal cas: 


Prices Fixed Artificially 


The indictment charged that 
American cheese prices were fixed 
artificially through a token sal 
each Friday on the exchange at 
Plymouth, Wis.; that exchang: 
membership was restricted to the 
defendant cheese dealers; that thes: 
prices were used as a base fo: 
prices to be paid producers and to 
be charged distributors and con- 
sumers throughout the U. S. De- 
fendant corporations, said the in- 
dictment, handled over 90 per cent 
of the 600,000,000 pounds of Ameri- 
can cheese produced annually in 
this country. Four defendants 
National Dairy Products Corpora- 
tion, Borden Company, Swift & Co., 
and Armour & Co.—and their sub- 
sidiaries handle about 70 per cent 
of the product, the complaint 
added. 


Join Audit Bureau 


The following publications have 
been admitted to membership in 
the Audit Bureau of Circulations 
daily newspapers, News, Longview, 
Wash.; News Plaindealer, Sparta, 
Ill.; weekly newspapers, New Jer- 
sey Afro-American, Newark, Jour- 
nal & Guide-Newport News Star, 
Newport News, Va., Enterprise, 
Bastrop, La., Catholic Messenger, 
Davenport, Ia.; magazines, Time 
(international air express edition), 
New York; business papers, Mod- 
ern Plastics, New York. 


Starts Spot Campaign 
Sunway Vitamin Company, Chi- 

cago, has begun a transcribed pro- 

gram radio drive for its Sun-way 


after April 1, and reduces to 50 per | Vitamin capsules over 45 radio sta- 


tions. Sorensen & Co., Chicago, !s 
the agency. 


NEW HAVEN 


is FALL! 


—_— 
— 
_ 
—_——- 
= 


yyyyryyutey ' "\ 


America was established in New Ha- 
ven in 1875 by the state of Connecti- 
eut, it gave to the farmers of the 
United States the first adequate pre 
tection to grain and vegetables against 
insects by the development of spray* 
The New Haven station gave 
world the first report on vegetable 
vitamins. 


Che New Haven Register 
FIRST in Connecticut in Circulatie® 
ee 
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Bo Pulls 2 the one provision that such facts ployment figures must not be re- 
Northern Pump Ads Basketball ok ’ i Air Corps Eager are not of a nature to be useful to vealed. 
C ] f ne ner ae ee eine f P bli it the enemy Visitors may be taken through 
roduce onsi Advertisin y: ee ee recep nts 
Jar omp acency .@) henner to » MB consumer reaction or u ICI y: In explanation of why it is neces- = " “— Re Sage 
: } to the sportscasts of Peter Ekrich e ’ sary that the public relations CTCCTS anc pho agg Bey oa he 
Midwest Residents & Sons, meat packer, over WOWO- ol. Ennis Says branch review advertising copy and md a sien on + cog 
- Minneapolis, March 19.—Follow-| tated the popularity of basketball Chicago, March 18.—No organi- | photographs, Col. Ennis cited the ‘cade but the Air Corps repre- 
it ing up a full-page — a ad- | in the Hoosier state by pulling 45,- zation contains more champions of) case of a model builder who had sentative in the plant may request 
n vertisement that jolted the safety) 999 requests. The book, featuring the freedom of the press than does been able to construct an unbeliev- a postponement of the visit if he 
l, notions of some Midwesterners, the | WOWO-WGL’s_ sportscaster, pro-|the public relations branch of the ably accurate scale model of a new feels it advisable. All photographs 
le Northern Pump Company, wartime motes Ekrich’s sponsorship of the|/ Army Air Forces, Chicago press, type army plane from bits of infor- and advertising referring to air 
" producer of anti-aircraft guns, a ee ee payer final high radio, and newsreel men were told | mation he was able to gather from corps work must be submitted to 
s use similar space in several news- eee Ag — Seresment today by Col. Arthur I. Ennis, advertising of various manufactur- the public relations branch at 
id papers en yd oo alt ee - Chief, Public Relations Branch, = supplying equipment and ma-| Washington for review before pub- 
time answer to the headline, “Can . Army Air Forces. The colonel ad- chines to make parts for it. lication, Col. Ennis reiterated. 
e the Japs Bomb Minneapolis?’ | Hannon Joins OPA | 1 , dressed a special press conference Aerial views must not be used in a 
2° The company, a peacetime manu- erne annon, formerly sales in the offices of Flying and Popular advertising or news matter, the 
a facturer of rotary — and hy-| Fort Wayae Ind. a nae Aviation. The AAF is just as eager colonel emphasized, because they Gots Paper noovum Phila- 
| inwnded the US. Mavy's “E for Office of Price Administration, | have facts published about their are useful to the enemy in locating gejphia, has placed its account with 
awarded e U. Ss. Navy's Washington, and will work in the operations as is the public to get their targets. Likewise plant loca- | Farle A. Buckley Organization, 
production excellence and workers) home laundry equipment division. | the information, he declared, with tions, production figures and em- Philadelphia. 
at its 400-acre naval ordnance plant 
are busy turning out the big anti-| 
aircraft guns. Every one of its. 
5,000 employes is buying defense | 
ly bonds—at the rate of more than a 
: million dollars a year—and both its 
he initial and follow-up  advertise-| 
" ments urge others to “buy all the 
: stamps and bonds you can afford; 
then buy more.” 
at Drew Quick Comment OU i 
ed 
" The first ad, headlined “So you. 
at think Minnesota can’t be bombed?” 
ge drew quick comment from many 
he who admitted they believed Amer- 
fon 
to 
n- | 
Ye - 9 
in- , 
ant 
ri- 
in 
ra- 
‘O 
ib- 
Pn ‘3 
int § 
*] 
— | é 
ave non } _ 
In “ty ~ 
ns a F ~ 
ew, == NORTHERN 
‘ta, __ @& “Pump co. 
er- — THE SEST COUIFFED MACHINE SHOP Om THE wenLe . 
ur- 
tar, ‘ ‘ 
ine ica’s coasts were the logical places 
yer, | for air attack. An illustration of a 
me = world map showed graphically how | he 
n), & enemy planes, flying from German . 
od- bases in Norway, could bomb Min- 
nesota cities and the state’s valu- 
able iron mines. This ad appeared 
. in newspapers of Minnesota, Des 
hi- | Moines and Rockford, Ill. The sec- 
r0- ond insertion of the series, sched- 
vay uled for March 22 newspapers of 
ta- the Twin Cities, Duluth, Anoka, 


— » Minn., and Des Moines, stresses the 
Japs instead of the Germans. Copy 
> points out that San Francisco and 
Minneapolis are the 
time from Japan, by way of Alaska. 
“We'll build the guns,” Northern 
Pump assures readers along with 
its geography lesson, “you buy the 
bonds!” 
Batten, Barton, Durstine & Os- 
born handles the account. 
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MULTI PRODUCTS, INC. 


S. Western Ave., Chicago 


same flying | 


Knowledge is power. but SMileage 


| sparks it into spirit. 


| 


SMileage is spirit. 


SMileage is a wisecrack over an income tax blank. 


a bomber with a rifle. 

SMileage is a guy whistling over 
a machine tool. 

SMileage is the way America does things. 


SMileage is spirit. 


Start with knowledge. 


Facts. 


News. 


Observation. 


But keep your balance. 


Don’t miss out on SMileage! 
P 


SMileage is a Marine taking potshots at 


“ADVERTISERS GET M 


ae 


SMileage sparks knowledge into Spirit. 
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Reed Charges 
Marketers with 
Post-War Welfare 


Marketing Men Told 
Their Responsibility 
for War Objectives 


Chicago, March 18.—Members of 
the Chicago chapter of the Amer- 
ican Marketing Association yester- 
day heard its national president, 
Vergil D. Reed, former assistant di- 
rector of the census and newly- 
named chief of the industry branch, 
statistical division, War Production 
Board, warn that the future of 
America in the post-war era may 
depend on how well the marketing 


EASY1 GRASP | 


Kilt. Tables of figures confuse the 
is 


smartest. Simplify these intri- 
cate mazes with easy-to-grasp 
picture charts. Illustrate your 
annual report or sales story 
with picture facts. Write for 
folder AA. VISUALFACTS, 
2 West 46th Street, N.Y.C. 


men of business and government d« 
their job. 

Asserting that he spoke as presi- 
dent of the AMA and not as a gov- 
ernment official, Dr. Reed presented 
a series of forecasts of what he be- 
lieved to be in store for marketers. 
Planned economy, he asserted, is 
here for a long time to come, and 
the real problem to be solved is who 
will do the planning: government, 
or business, or both. It rests with 
marketing men, he said, whether or 
not this country will be as “unpre- 
pared to go from war to peace as it 
was from peace to war.” 


course, but if the over-all goals of 
freedom from want and fear are to 
be achieved, marketers must 
prepare for the readjustment to 
peacetime ways, he said. 


May License Retailers 


In connection with post-war mar- | 


keting planning, he advised research 
to determine, not the infinitesimal 


factors, but the long-range trends | 


upon which post-war marketers 
must reckon. In his words, market- 
ers must be concerned with “tides 
and currents; forget the ripples.” 
He recommended cooperative re- 
search by competitors, urging that 
competition be shelved in the inter- 
est of doing a good job and produc- 


Winning | 
the war is the prime objective, of | 


ing results of benefit to the whole 
industry. 

Short-range forecasts made by 
Dr. Reed included an_ increasing 
pinch on the consumer, with many 
industries now engaged in consumer 
production due for quick conver- 
|sion; sharply rising taxes, including 
probably a general sales tax, a gross 
turnover tax for retailers, a boosted 
luxury tax and an advertising tax; 
‘and different forms of compulsory 
savings. The licensing of retailers 
is another very likely possibility, he 
said. 

Increased rationing, requisition- 
ing, standardization and price con- 
trols are in the offing, he thinks, and 
eventually ceilings on labor’s wages 
and farm prices will be put in effect. 
Profit margins will be limited, and 
sales restricted to percentages on a 
given base period, leading to selec- 
‘tive selling by wholesalers and 
manufacturers and another body 
| blow for littie business unless effec- 
|tive controls are established. 

Real consumer educational copy 
|will shortly emerge, Dr. Reed 
prophesied, which will tell the pub- 
'lic about substitutes, conserving 
tires and autos, and how to get more 
|vitamins out of cheaper food. It 
will be more acceptable, he asserted, 
‘than “the tripe of the past.” The 
|markets will change, with new 


Detroit is doing it! 


@ Out of the smoke and sweat of Detroit is rising the greatest 


arsenal of all time! 


And this gigantic job of turning from peace to war production 
—almost overnight—is being done with incredibly little disloca- 


tion of the city’s economic life. 


In fact, State records reveal that 


less than one-third of the previously estimated unemployment, due 
to the automobile plant conversion for war, has taken place! 


And largely offsetting any temporary unemployment that has 
resulted from the change-over program here, many factories are 
working the clock around—24 hours a day, 7 days a week. Thou- 


sands of men—normally the 


world’s highest paid industrial 


workers—now are getting over-time! 


February Department 


Store Sales in Detroit 


Were 27°, Above Those of a Year Ago! 


Keeping pace with this soaring purchasing power is the advertising 
opportunity presented in the pages of Detroit’s leading newspaper 


— The News. 


Today, The News, by itself, reaches 63.8% of all the city-zone 
families taking any newspaper regularly. 42.7% of these families 


take no other local newspaper! 


buyers is in The News! 


The power to buy is in Detroit. The power to reach those 


The Detroit News 


THE HOME NEWSPAPER 
RECORD CIRCULATION FOR SIX MONTHS ENDING SEPTEMBER 30, 1941 
WEEKDAYS, 363,014 - SUNDAYS, 435,241 


Lorgest A. B. C. Recognized Home Delivered Circulation of Any Newspaper in the United States. 


New York: 1. A. KLEIN, Inc. 


Owners and Operators of Radio Stations WW] and W45D—F M 


Chicago: J. E. LUTZ 


HEINZ ASKS GROCERS TO STOP OVER-BUYING 


— —— 


croctas who have helped American women set 
the world’s best table, easily aad economically, have 
8 new respoasibility today. 
During this war there are bouad to be shortages in some 
grocery items. But we both know that there will be ao 
lack of the basic foods which are essential to proper 
autrition. There is and will be plenty to eat for all. 


That's where you can do a big job for your country. 


You men im dévect comtact woth every famnly cam do a lot 
for morale by merely statomg the facts to your customers 
end wol permationg amy of yout oF gamiatron to pass alowg 
11's wp to you wow fo sell your customers faith hope ond 
cowhdewce—1n ipuhe grumbling and calamuety bow long 
So doa’t say, “You'd beter stock up on this—it's getting 
scarcer every day~1 don't know when we will get any 


Don't permit amything to be said by your employees that 
can promote rumors and dissausfacuon. That is the kind 
of “fifthcolumna” thing we must fight—and you grocers 
can be of great assistance in helping people keep thew 
chins up. 


Face the situation with your wimal common sense and 


THE TRUTH ABOUT 
FOOD SHORTAGES 


A Message to the Grocers of America 


Aay called shortages will, in the main, be caused by 
seaseless buying waves created by dangerous and usually 


Fight against ower-buying Discourage it by setting an 
example m your own purchasing Duscowrage b with 
your trade because over-buyrng sm stsell ss the cause of 
most 5 es 


Let your customers know that any shortages will amply 
require the use of other equally edible and aourishing 
products — that changing our menus slightly is about the 
easiest sacrifice we can make for the greatest country 
on earth. Impress upon them that manufacturers and 
suppliers are alert and will keep « generous supply of 
food on your shelves at al! cimes. 


Never has there been more reason tw provide for a 
bountiful cable in this country. It's an essential part of 
our war plan that not only our armed forces but people 
behind the lines are going to be bemer fed than ever. 


‘War is n0t new to H. J. Heinz Company. Heinz factories 
im England, Canada and Australia have been supplying 
food to the people and armies of our allies. In its 75 years 
of service, Heinz bas helped tw feed America during the 
Spanish-American and the fre World War. 


Today sew products amd mew scientific methods of pack- 
omg are bewng developed (omtsmually 45 owt comiribuitoe 
to the busldemg of « better-mourisbed. bealibser Amerus. 


Stee Ses 


By mobilizing your sales staff to meet this new, broader 
task . . . by sending customers out of your store with « 
clear understanding of the sacrifices it should be ¢ privi- 
lege to make... you will do a real service to your country. 


Under present conditions, you will at times be called 
upon to say that certain foods are unavailable, or wo 
lumst the generous quanuues you have been accustomed 
to sell; but we know that you, as quartermaster to the 
American family, will perform this duty with a sease of 
pode and respoosibility. 


H. J. HEINZ COMPANY 


Maker Of The Famous 57 varieties 


@) 


And we are contiouing w make svailable « long list 
of the famous 57 Varieties . . . from select 
ingredvent io spotless, modera kitchens . . . so that the 
keystone labe! sul! assures the ame-shving comvenience 
of ready-to-serve dishes and the delicious davors all 
America loves. 


For your part, as the direct contact berween manufac- 
turer and the people, im the vital discribunce of food, 
you must copanue to include the priceless ingredient of 
morale with every sale— making your sore « constant 
source of truth, courage and 


Following up a recent newspaper advertisement telling customers not to blame 
grocers for temporary food shortages, H. J. Heinz Co. last week addressed this 
new appeal to grocers to "spike grumbling and calamity howling’ about food 


stocks and to "fight against over-buying” by the public. 
your own purchasing,” Heinz advises. 


"Set an example in 
The 70-inch copy, a one-time shot, 


appeared in newspapers of every major market. 


| money customers coming up and 
| old money customers less important 


| because of income and other taxes. | 


He predicted that state trade bar- 
_ riers 
| and that after the war many inter- 
| national barriers would be lowered, 
| particularly between America and 
/her allies. The old concept of fav- 
lorable trade balance must be 
changed after the war, he thinks. 

Industrial advertising and sales 
forces will shrink, he prophesied, 
but added that advertising should 
continue, because with the shifting 
markets of today, companies can 
lose their recognition status quickly. 
He urged that advertisers aim at 
soldiers, declaring that they will be 
“your customers and maybe your 
bosses” when they return to civilian 
life. He looks for more 
tional copy, but with the 
waving reduced. 

There will be an increasing num- 
ber of small retailers going out of 
business, doomed by the war (Great 
Britain’s retailers have been re- 
duced by one-third), Dr. Reed said, 
and retail sales, curtailed by short- 
ages, are due to drop considerably 
from the 1941 peak. 

Turning to the census, Dr. Reed 
confirmed definitely for the first 
time that the 1941 Census of Manu- 
factures will not be taken (Listen- 


flag- 


ing Post, ADVERTISING AGE, Jan. 26), 
and said that many normal census 
curtailed or 
eliminated for the duration. The 
bureau may turn to sampling for 
; quick and economical means of pre- 


operations might be 


senting an up-to-date 


ulation and housing questions. 


Frisco Agencies Merge 

Long Advertising 
Brewer - Weeks 
Francisco agencies, have 
dated under Long’s name. 
Brewer, nominal] 


service, but Kenneth 
ing manager of the 


been named San Francisco 


ice. 


Heads ANA Committee 


Allan Brown, advertising 


the trade and industrial 


of National Advertisers. 


;try under an 
institu- | 


picture, he 
said, asserting that a 2'» per cent 
sample could give a surprisingly ac- 
curate picture on most general pop- 


Service and 
Company, San 
consoli- 

Major 
head of the 
Brewer-Weeks agency, is in active 
Beaver, act- 
agency, has 
office 
manager of Long Advertising Serv- 


man- 
ager of Bakelite Corporation, New 
York, has been named chairman of 
publica- 
tions committee of the Association 


OFF Adds Admen 


Recent additions to the staff of 
the Office of Facts and Figures 


ld enti ts 4 _include Seymour Morris, Compton 
wou gradually be erased, | 


Advertising, New York, as agency 
and network contact man; Frank 
Wilson, Lord & Thomas, New York, 
as script editor of the radio divi- 
sion; Alvan Josephy, Jr., Station 
WOR, New York, time clearance 
officer; and John C. Baker, from 
the information staff of the Depart- 
ment of Agriculture, and _pre- 
viously with Station WLS, Chicago, 
as assistant to William B. Lewis, 
assistant director of OFF. 


Wood Pulp Industry 
Restricted by WPB 


The War Production Board has 
placed the entire wood pulp indus- 
allocation system, 
effective May 1. No deliveries of 
pulp will be permitted except by 
specific direction of WPB. The 
order affects all grades of pulps and 
all companies. Pulp consumers 
will also be required to _ [ile 
monthly reports of their orders 

Stocks imported after May | 
cannot be released without WPB 
approval. Producers will also be 
required to withhold for special 
distribution whatever portion of 
their output WPB orders. Prohibi- 
tions against deliveries also apply 
to transfers within branches of 
individual companies. 


1S YOUR 
BEST BET! 


~s , 

JUVENILE MARKET GROUP 

480 LEXINGTON AVEN 
NEW YORK CITY, M. 
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ADVERTISING AGE 


NEW THEME 


ba 
Sunkist 


FASY TO FREE 


Best for Juice - and Every wae / | 


Navel oranges for lunch boxes constitute 

the new appeal of the California Fruit 

Growers Exchange, in a campaign now 

appearing in an expanded list of news- 

papers and magazines. The same selling 

argument is used in this display card for 
retail stores. 


‘Oranges for Lunch 
Boxes’ Features 
Expanded Drive 


Los Angeles, March 18.—A brand 
new appeal based on the wartime 
production boom in busy defense 
plants, “Put an orange in every 
lunch box,” has been adopted for 
the greatly - enlarged newspaper 
schedule of the California Fruit 
Growers Exchange, officials re- 
vealed here last week. 

The new “lunch box” campaign 
was conceived by Russell Z. Eller, 
advertising manager of the Ex- 
change, while returning from a 
business trip to the East where he 
was impressed by the thousands of 
new workers daily carrying lunch 
boxes to jobs in defense factories. 

Canadian Papers Added 

Starting the current season, ad- 
vertising for Sunkist navel oranges 
appeared in 165 newspapers of 114 
markets and the list has been 
boosted to 315 dailies in 229 cities. 
Twenty-six Canadian dailies in 21 
cities are carrying black-and-white 
ads, as well as 2,236 weeklies in 
this country. In addition to the 
original list of magazines and Sun- 
day newspapers — The American 
Weekly, Chicago Tribune, New 
York News, Philadelphia Inquirer 
and This Week Magazine—full-page 


A CHROMART 
PRINT 


FROM YOUR 


KopACHROME 


WILL YIELD SUPERIOR 


Cowon PLATES 


A fine Chromort Colorprint 
jives art director, client 
nd engraver the art-copy 

they like. Prices $38 up. 

Write! 


PHOTOCHROME 
837 N. FAIRFAX AVE. « HOLLYWOOD 
Overnight by Plane 


| ture 


color advertisements are scheduled 
for the Toronto Star Weekly. 

Some of the ads continue to fea- 
the original slogan for the 
season, “Best for Juice and Every 
Use” while others are headlined, 
“Perfect Lunch Box Oranges” and 
“Put Health in every Lunch Box.” 
All copy emphasizes that Sunkist 
navels are ideal for lunch boxes, 
that they are easy to peel and eat, 
and offer many nutritional bene- 
fits. Children’s school lunch pails, 
as well as dad’s industrial feed box, 
are mentioned. 

The entire merchandising, adver- 
tising and sales force is devoting 
its time to the new appeal and Mr. 
Eller reports enthusiastic support 
from retailers, wholesalers and con- 
sumers. The unusually heavy pick 


this year has helped the campaign. 
Increased sales are reflected in the 
enlarged advertising drive because 
all Sunkist advertising is based on 
a seven cents per box assessment. 

Lemon advertising also has been 
expanded to the largest list in his- 
tory. Seventy-two dailies in 41 
cities are carrying the ads in place 
of the originally scheduled 66. In 
Canada, 23 papers are being used, 
as well as the Toronto Star Weekly. 

“Hedda Hopper’s Hollywood,” 
Sunkist’s thrice-weekly radio pro- 
gram over CBS, continues to split 
its commercials 50-50 in promotion 
of lemons and oranges. Indicative 
of the program’s following, 11,000 
requests for recipes of “Hedda 
Hopper’s lemon pie” were received 
from one announcement. 


Issues Fishing and 


Vacation Year Book 


The first issue of Fishing and 
Vacation Year Book has been pub- 
lished by Everybody's Vacation 
Publishing Company, New York, 
under the joint auspices of Outdoor 
Life and Field & Stream. Designed 
as a year ’round reference book, it 
tells “how, when, where to fish and 
with what equipment.” 

Price of the newsstand edition is 
25c. A deluxe, cloth-bound edition, 
priced at $1, is sold through book, 
sporting goods and department 
stores. 


Gets Varnish Account 

Irvington Varnish & Insulator 
Company of Canada has named 
Russell T. Kelley, Ltd., Hamilton, 
Ont., as its agency. 


Named Branch Manager 


Russell B. Frye has been named 
Pittsburgh branch manager of tire 
sales for the United States Rubber 
Company. He succeeds John A. 
Boll, who recently was transferred 
to New York to join the general 
office staff. Mr. Frye has been with 
the company for 11 years, serving 
in various sales capacities through- 
out Pennsylvania. 


Whitten Joins Blue 


Phillip F. Whitten, formerly vice- 
president of Doyle, Kitchen and 
McCormick, New York, has joined 
the sales staff of the Blue Network, 
New York. He previously headed 
his own advertising agency, and has 
also been’ associated with the 
Columbia Broadcasting System as a 
member of the sales staff. 


THOMAS S. LEE, PRES., LEWIS ALLEN WEISS, VICE-PRES. GEN. MGR. * 


it. 


DLBS . 

Network B 
Network C 
Network D 


Pacific Coast... It almost embarrasses us. 


100% of the listeners were tuned to Don Lee* . . 


... Mr. Hooper 


OnroinariLy we're pretty modest fellows out here at 


Don Lee, Mr. Hooper, but your January report on the 


It shows 


85% of Don Lee’s evening programs in the 4 major 
markets went up, on/y one program down and the 
rest even... why, no other network came even close 
to that. Gosh... your recent survey taken outside the 
Los Angeles, San Francisco, Seattle and Portland 


markets showed that in half the cities from 65% to 


-and 


now this — it even shows that 40% of our programs 


were up more than 25% ... you shouldn't have done 


It positively makes us blush. No wonder more 


works combined. 


UP 
85% 
48% 
62% 
69% 


stantially all other networks. 


Pacific Coast advertisers use us than the other 3 net- 


FOR THOSE WHO LIKE TO TOY WITH FIGURES: 


DOWN EVEN 
5% 10% 

471% 5% 

38% 

26% 5 % 


... And the February figures just out show Don 


Lee up 76% over January and still leading sub- 


*For copies of this survey write Wilbur Eickelberg, Gen. Sales Mar. 


5515 MELROSE AVE., HOLLYWOOD, CALIFORNIA 
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Nursery Starts Drive 

Gardner Nursery Company, 
Osage, la., has begun its spring 
campaign, using five and 15-minute 
radio programs over 147 stations. 
By April 1, approximately 300 sta- 
tions in 48 states will have received 
time orders. Northwest Radio Ad- 
vertising Company, Seattle, is the 
agency. 


Herrold Advanced 


W. W. Herrold has been named 
manager of the building products 
and glass and closure creative sec- 
tion of the advertising and promo- 
tion department of Armstrong Cork 
Company, Lancaster, Pa. He will 
continue as project manager, his 
former post. 


“It says here to advertise over WFDF, 
Flint, Michigan, is a wise step.” 


Advertising Gets 
39 Wartime Tasks 


in AFA Compilation :.: 


Four Major Objectives 
Outlined in Newest 
Guide for Advertisers 


New York, March 18.—Declaring 
that advertising has four major 
objectives to perform for the war— 
to continue advertising’s indispens- 
able role in the process of distribu- 
tion and in the maintenance of the 
business structure; to guide general 
consumer demand to channels most 
readily supplied, and 
scarce materials; to assist the gov- 
ernment directly in its appeals to 
the people on specific war efforts; 
and to help maintain public morale 
—the Advertising Federation of 
America today released a list of 39 
important services which advertis- 
ing can perform in helping the 
country’s war effort. 

The list is included in a “Guide 


advertising in the economic system, 
and particularly its function in 
helping the existing distribution 
mechanism to function smoothly 
and efficiently. The 39 “specific 
tasks” which the AFA assigns to 
wartime advertising are as follows: 
Continue all normal distribu- 
functions that do not impede 
effort. 

2. Maintain channels and trade 
contacts for future needs of indus- 
try. 

3. Preserve customer good will. 

4. Keep brand names alive. 

5. Prepare to build markets for 
post-war output of enlarged capaci- 
ties. 

6. Keep 
capable of 
ment. 

7. Preserve desire for 
higher living standards. 

8. Discourage lowering of pres- 


enterprises alive and 
resuming full employ- 


eventual 


sary restrictions of war. 

9. Help maintain freedom of 
press, radio, and other information 
facilities. 

10. Guide buying of consumers 
with newly increased purchasing 
power. 

11. Stimulate use of products 
that can be supplied in plenty. 


12. Educate consumers on con- 


13. Help to spread out seasonal | 


demand, reducing peaks in trans- 
portation requirements. 

14. Discourage hoarding of com- 
modities. 

15. Explain elimination of frills | 
in merchandise and service. 

16. Explain substitution of mate- | 
rials. 

17. Inform public on reasons for 
product scarcities and delays. 

18. Deny false rumors of scarcity 
and rising prices. 

19. Explain industry's 
war effort. 

20. Foster national unity. 

21. Promote intelligent patriot- 
ism. 

22. Glorify 
fighting forces. 

23. Arouse enthusiasm of work-_| 
ers for production achievement. 

24. Educate public on nutrition 


| 


part in 


service with our 


away from) ent living standards beyond neces- and other health matters. 


25. Cooperate in campaigns for 
avoiding waste and collecting salv- 
age. 

26. Help sell government bonds 
and stamps. 

27. Assist in financial campaigns 
of voluntary service organizations. | 

28. Help in. organization and 
conduct of home defense. 

29. Assist in recruiting of spe- 


for Wartime Advertising Policies,” | servation, care, and repair of arti- cialists for armed forces. 


which stresses the importance of 


cles in use. 


30. Aid in promoting re-alloca- 


right 


y money 
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ht boy (or girl) 


o the Classified 
hone Directory 
formation about 
products OF 
call them. Quick 
dvertised brands. 
Telephone Book 
gh the Classified 
he detailed in- 
s. You will be 
ylit can beto you. 


One of the current advertisements promoting even more frequent use 
of the Classified among consumers. They appear in Collier's, Satur- 
day Evening Post, American Home and Better Homes and Gardens. 


re he 


All of which leads to this: To keep customers satisfied with the mer- 
chandise they bought before the war, many firms use Trade Mark Service 
in the Classified. Incidentally, this also helps many outlets “carry on.” 
(The Classified attracts both service business and sales. Always has.) 


r dealers 


| 


What Mr. Otto Soglow’s little man does in the illustrations at the left is 
just what the average American does when he gets in trouble: He looks in | 
the Classified for authorized service. 


| 
| 


This average man is going to refer to the Classified for service more 
and more, too... now that his oil burner, refrigerator, lawn mower and | 
other appliances must “do” for the duration. 


Would you like to know how you can cash in on the Classified? A call 


to your telephone office will bring a directory representative. 
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DOUBLE-PURPOSE COPY 
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GULF @a LIFE 


INSURANCE #2 aw COMPANY 


Tecet 4 8 GL ae ntee Tee 


Gulf Life 


Co., 
Fla., quoting a well-known line from the 
Scriptures, combines a selling message 
with publication of its annual statement 
in this quarter-page used in newspapers. 
A. P. Phillips Co. handles the account. 


Insurance Jacksonville, 


tion of skilled labor in war indus- 
tries. 

31. Avoid advertising devices 
that draw upon critical materials 

32. Avoid disclosing information 
useful to the enemy. 

33. Avoid giving unsupported 
information or misleading impres- 
sions about the state of the nation 
or the progress of the war. 

34. Avoid mere boasting of ad- 
vertiser’s patriotic service or tech- 
nical achievement without convey- 
ing helpful information. 

35. Avoid panic advertising based 
on threats of higher prices and 
scarcities. 

36. Avoid waste in advertising. 

37. Continue efforts to make 
merchandise advertising as help- 
fully informative as possible. 

38. Aid and encourage the move- 
ment for education of consumers 
toward more efficient buying fo: 
satisfaction of needs. 

39. At all times, do everything 
possible to help preserve ou 
American system of free competi- 
tive enterprise. 


Container Priority 
Order Extended 


The War Production Board has 
extended until July 30 Preference 
Rating Order P-79, which is de- 
signed to encourage the use of non- 
metal containers. The order, which 


_assists the wooden container, coop- 


erage and paperboard container in- 
dustries in obtaining materials, was 


_ to have expired March 31. 


The order was also revised 
bring paper containers within its 
scope. It now permits producers of 
non-metal containers to apply the 
ratings to obtain materials which 
can then be transferred to packers 
for assemby of knocked-down or! 
unassembled containers. 


NBC Shifts Dixon 
Sidney L. Dixon, formerly West- 
ern division sales manager of the 


to 


| National Broadcasting System, has 


been appointed national spot sales 
manager of the Western division 
with headquarters in San Francisco 
and Hollywood. 


The Greatest 
SELLING POWER 


in the 
SOUTH’S 
GREATEST CITY 


NEW ORLEANS 


50,000 WATTS 


CLEAR CHANNEL 
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ADVERTISING AGE 


[In ADVERTISING AGE’s mail last 


: A Guest Editorial 


week was an unusual letter from 


Ramsey S. Oppenheim, assistant publisher of “Western Advertising.” It 


aid: “If you agree, as I think you 


will, that advertising as advertising 


nust be put into the war effort, maybe the enclosed will get your sup- 


ort. This is an editorial. 
yress for this month. 
lamn short these days. 


ending it to you.” 


‘Western Advertising’ has just come off the 
I can’t use it for another month, and time is too 

I think the 
f advertising publications can do something about it. 


idea is sound and we as publishers 
That’s why I’m 


ADVERTISING AGE thinks Mr. Oppenheim’s idea is sound, and well pre- 


ented. 
velcome the comments of readers.] 


We are happy to present his thoughts to the field, and shall 


Isn't This One Right Up Our Alley? 


We have a job to do. Now. 
once. The time is late but the 
effort must be made, will be made. 
\ll we have to do is determine 
right now that we shall do it. We 
can plan as we rush to our desks. 
The work must be started quickly. 
It must produce results overnight. 
It must be sustained. We can per- 
fect it as we go along. But we 
MUST get busy this minute! 

Mr. Advertising Man — 
sounds familiar, doesn’t it? 

How often have you run into the 
office, shouting orders as you threw 
off your coat, rolled up your sleeves 
as you started to work. You and 
your whole staff at it all through 
the night. A midnight snack. 
Breakfast on the way home. 

That’s just what you love, isn’t 
it? Just what you have been doing 
since the turn of the century . . 
putting America on wheels, giving 
the people the luxury of clean 
sheets, a hot bath, a fast trip wher- 
ever Americans were going. 

Now what are you doing? Sit- 
ting around waiting and watching 
and criticizing? Occasionally doing 
your bit by attending air raid war- 
den lectures? Taking first-aid from 
someone else? Helping the Treas- 
ury sell “defense” bonds? Cajol- 
ing clients into setting aside some 
money for a year’s program? Just 
like the old days? 

Look—we are needed. 

It is a certainty that we in adver- 
tising just haven’t started to work 
ourselves. For some reason we 
decided to let George do it this 
time. George in the shape of poets 
and playboy publicists. George in 
the guise of Army public relations 
officers. George in the shape of 
radio actors and producers who 
mouth the same phrases over and 
over. George in the cloak of radio 
commentators. Good men all, but 
not directive forces. 

It’s a long road to Tipperary, but 


that 


we'd better get out and point the .. 


way. We have to 
around in the bushes. We have to 
do the same job for our country 
that we've been doing for Crusties 
and Busties and Lemon-and-Soda. 

What have we to offer? Just this 

thousands and thousands of man- 
hours to get people to do things 


stop shuffling 


faster, better, with more enthusi- 
asm than ever before. To stop 
rumor. To stop waste. To bolster 


our attitude on the fighting thou- 
is of miles away. 
Impel action? Heck, the direct 


appeal is old stuff to us. 
et men to do what their leaders 
as The testimonial is our own 
Creation, 
the tricks the Washington 
amoteurs are using were ours be- 


Ss 


At! 


.| We have 


fore America stopped laughing at 
the horseless carriage. 

Through our experience’ has 
come the knowledge of what makes 
people act. Our business brought 


psychology into its glory. Now 
every war-industry plant in the 
country is wallowing in it. Gosh, 


we know what makes people buy 
things. What makes them stretch 
their dollars just a bit further. We 
have America catalogued, from 
little Marian to Uncle John. Our 
artists know how to emphasize 
values. Our writers know just 
where to start jerking the tears. 
We are high-priced talent. How 
about justifying our peace-time 
earnings? 

We have what it takes to move 
America, to make people act, to 
make them work harder and like it. 
sold everything from 
canned soup to salted almonds and 
that isn’t the half of it. We know 
that this war effort, like a new 
Buick, isn’t going to get anywhere 
until a few nerve centers are at- 
tacked. 

What are we going to do? 

Well, we have an Advertising 
Council. It has an office in Wash- 
ington. With a fine man in charge. 
It was put there as a defense... 
like our bases in Iceland. Now, 
the men who created that council 
had better get down there and get 
to work. Switch to offensive action. 
Get to the top. Point out the sort 
of campaigns that have to be put 
into effect at once—in factories, in 
the press, on the streets, at rallies, 


over the air. Through direct ap- 
peal. Through all the means at 


our disposal. And, men of adver- 
tising, we HAVE the means. No 
one will say “no” once we get 
started. 

George Gallup and Elmo Roper 
can analyze the American temper 


to a T. Others can plan what to 
do about it. Lots of us can write 
. or talk ...or draw. 


Think what would happen to the 
men of a shipyard if all at once a 
real contest was put on! By some- 
one who knows what it is all about! 
Think what would happen if the 
men in the camps had actual evi- 
dence of results. Not a parade of 
the boys before a lot of us, but a 


parade of tanks and other armor 
before the soldiers. 

These are things for us to do. 
Now. At once. 


Yes, the time is late. But we can 
and must make the effort. No 
advertising man was ever stopped 
because an account was too big 

Here’s an account so big that we 
can ALL pitch in on the job. 
on, let’s get to work . . 
minute. 


Come 
. right this 


Ncesh Names Pierce 


F llowing the action of William 
A. Blees, formerly general sales 
Manager of Nash Motors, Detroit, 


In nouncing that he will take a 


lea of absence and then enter war 
Wo Nash-Kelvinator Corporation 
Nas named Frank L. Pierce, for- 
me in charge of sales for both 
Ni and Kelvinator divisions, to 
ta ver Mr. Blees’ duties. 


Van Tine Agency Moves 


en the government took over 
hee building at 1500 Chestnut 


- Philadelphia, Russell H. Van 
ie. Advertising moved to 112 S. 


treet 


‘Park Joins Agency 


Roy H. Park, formerly editor and 
manager of Carolina Co-operator 
Publishing Company and _vice- 
president and manager of Mutual 
Press, Raleigh, N. C., has purchased 
controlling interest in Agricultural 


Advertising and Research Service, 
Ithaca, N. Y., and will take over 
active management of the agency 


after April 1. 
Opens New Agency 

Warren E. Billingsley, Memphis 
advertising man, will soon open his 
own agency, Warren E. Billingsley 


& Associates, with offices in the 
Falls bldg., Memphis. 


Mr. Advertising Manager: 


Here is an idea that you_can sell to your 
management immediately. 


The building industry is in position to use 
an unlimited amount of materials, tools and 
equipment of various kinds. 


Defense housing, both private and public, factories, 
cantonments, etc., are being allocated requisites as desired. 


Through PRACTICAL BUILDER, because of 
its paid and controlled circulation, you reach the 
building contractors who are actually doing this 
work, assuring your priorities or allocations. 


Through PRACTICAL BUILDER you can 
reach virtually every contractor who has received 
private or government defense contracts during 
the last nine to twelve months. This is not possi- 
ble with’any other publication in this field. 


Now is the time to sell this market through 
PRACTICAL BUILDER which has proven reader- 
ship because of its basic theme—low costs and 
better methods on any building operation. 


That is why through our columns you can 
reach 75,000 building experts and influence a 
horizontal group of 66,500 contractor-builders. 


For the Second Annual May Con- 
tractors’ Catalog and Construction 
Issue the forms will close April 15th. 


Forms for the April Issue will close 
March 25th. 


The Horizontal Contractor-Builder Business Paper 


RACTICAL BUILDER 


59 East Van Buren Street, Chicago, Illinois 
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Social Pressure and Styles 


Suggestions from important mer- |! 
chandising executives that styles be 
frozen for the duration as a means 
of reducing obsolescence and con-| 
serving materials and labor raise 
some interesting possibilities. While 
the influence of fashion on retail | 
sales is undoubtedly a tremendous 
factor, so that department stores | 


are out, then they may be ex- 
tremely unenthusiastic about pur- 
chasing garments which do _ not 
seem to be in line with accepted 
standards. 

The thing called social pressure 
has a lot to do with style. Sup- 
pose the materials needed for the} 
manufacture of red fingernail pol- 


and other style merchandisers have 
been accustomed to rely upon it as 
their chief promotion weapon, even | 
the most enthusiastic advocates of 
fashion development recognize the 


ish are required for military pur- 
poses. That will technically put 
the merchandiser with stocks of red 
fingernail polish in a strong posi- 
tion, as one of the few sources for 


hazards inherent in this type of|the supply of this product. But 
selling under today’s abnormal) will it? Most department store) 
conditions. executives would be willing to 

Even the proposal to simplify| gamble that what would actually 
styles and concentrate on the|happen would be a cessation of 
manufacture of a smaller number| demand, since women might auto- 


of items in each line must be con-| matically decide that red finger-'| 
sidered in its relation to style) nails were no longer fashionable. 
acceptance on the part of the con- What about stockings? With silk 


sumer. Such a movement of itself 
sets a standard which becomes sig- 
nificant to the woman who wants 
to conform to the current style 
trend. For example, pleats are out 
in the manufacture of both men’s 
and women’s garments. What will 


hosiery gone and nylon almost out 
of the picture, there has been a 
rush to rayon. But women seem 
to feel that this is not a satisfactory 
substitute, because the fabric does 
not have the clinging quality char- 
acteristic of the former materials. 


happen to the store which has| Does this mean that rayon hosiery 
already stocked large supplies of| will capture the market, or only 
pleated garments? Many merchan-|that more women will go _ bare- 
dising men have the uneasy feeling! legged? These are some of the 
that if unpleated designs become serious problems which the style 
accepted as the correct thing to, merchandiser is faced with. And 
wear, it may be exceedingly diffi-| the problems will become more 


cult to dispose of stocks purchased 
before the new ruling became effec- 
tive. If women decide that pleats 


difficult as government edicts and 
regulations build up new areas of 
social pressure, 


Pulp and Paper Controls 


The United States government! ment has risen both as a result of 
has taken over control of the pulp! interest in the war and increased 
supply. This is a necessary result| buying power in the hands of con- 
of the competition for cellulose|sumers. Circulations may not be 
products among and cut to any great extent = by 
time industries. Pulp must. be|increased prices. Newspapers have 
rationed to make sure that the! been increasing their cost to their 
former are adequately supplied. readers for some time, but news- 

It has been the conviction of the) paper circulations are today at 
paper industry that it can supply| their all-time peak. 
both war and civilian requirements, It is difficult to forecast the future 
and the new development has eased| with absolute accuracy, but with 
rather than tightened the situation| publishers employing conservation 
from their standpoint. There is no|in their production schedules, and 
immediate prospect of shortages of| the pulp and paper industries pro- 
either newsprint or book paper, so| ducing to capacity, there is little 
that advertisers have no reason to) reason to believe that rationing of 
worry over any restriction of facili-| any type of printing paper will be- 


war peace- 


ties among the media which are| come necessary. But even this 
used to carry the bulk of printed remote prospect is reminding ad- 
advertising. vertisers that the facilities which 


publishers have acted 
circulations at con- 
servative levels by increasing sub- 
scription and single prices. 
The experience of publishers both 
in Canada and here suggests, how- 
ever, that public demand for all 
types of information and entertain- 


Magazine 
to establish 


we have available for maintaining 
contact with the public have be- 
come doubly precious. That is why 
they are determined to make every 
advertisement a valuable source of 
information, ideas and inspiration, 
helpful to the nation in a critical 
period of its history. 


copy 


|news dealer for 


AL 


A SUBSTITUTE SOME CUSTOMERS SHOULD ENJOY 


| ad 
DG UE CKSTEIN 


Boot and Shoe Recorder 


"She takes the place of the old premiums we used to give with each pair of 
shoes purchased." 


Ad-libbing 


Newspaper Costs 


The Chicago Times, 
tabloid, raised its newsstand price 
last week from two to three cents, 
and in doing so gave the most 
plain-spoken reasons for its move 
which we have thus far encount- 
ered. Its reasons are a little on the 
gloomy side, but the straight from 


the shoulder talk to its readers 
makes the announcement interest- 
ing. 

“Effective tomorrow,” said the 


announcement, “the newsstand 
price of the Daily Times will be 3c 
—an increase of lc per copy. 

“You are entitled to know why. 
In their simplest terms—here are 
the facts: 

“Last year half or more of the 
income that made it possible to 
publish a successful newspaper 
came from advertisers. Each copy 
of the Daily Times that you bought 
for 2c, and that we sold to your 
1.4c, cost 3.7¢ to 
produce. Our receipts from adver- 
tisers made it possible for us to sell 
the Daily Times to you for ap- 
proximately half of what it actu- 
ally cost to produce. 

“Because of priority demands for 
raw materials and manufacturing 
facilities needed for war, there will 
be little, if any, advertising of auto- 
mobiles, tires, radios, refrigerators, 
washing machines and such com- 
modities this year. During Jan- 
uary and February alone, the ad- 
vertising receipts of Chicago 
newspapers dropped more than 
$200,000. There’s certainly no pros- 
pect of increased advertising until 
the war is won. 

“While advertising income has 
been going down, all the costs of 
producing an afternoon newspaper 
in Chicago have been going up... 
Confronted with these facts, the 
newspaper not endowed with ac- 
cumulated capital must follow one 
of two courses. It may economize 
and reduce its service to readers- 
or it may secure revenues to take 
the place of those lost. We un- 
hesitatingly choose _ the latter 
course. . . So tomorrow, for the 
same reasons of wartime necessity 
that have compelled 250 other 
American newspapers and national 
magazines like The Saturday Eve- 
ning Post and the Ladies’ Home 
Journal to increase their sales 
prices, we shall ask you to pay a 
penny more for your Daily Times, 
to share increased costs that in 
normal times we could, and did, 
pay out of advertising income.” 


Color’s Here 
We knew that 

widely used in 

ing these days, 


color was being 
Magazine advertis- 
but the extent to 
which magazine advertising has 
turned to indicated by 
figures on this subject just released 
by Publishers’ Information Bureau, 
is rather surprising. According to 
PIB, there were 47,755 magazine ad- 
vertising pages printed last year, of 
which 32,288 were in black and 
white and 15,467 in color. That, ac- 
cording to our crude way of figur- 


color, as 


afternoon | 


|} ing, indicates that just about one 


page in three is a color page. In the 
weeklies, it was even more exciting, 
with 7,808 color pages out of a total 
of 20,721—somewhere around 40 


- _— 


Information 
for 
Advertisers 


The following documents may be 
| secured without charge from com- 
panies sponsoring them, or through 
| ADVERTISING AGE, by any nation] 
advertiser or advertising agency 
/executive writing on his business 
letterhead. 


'No. 1953. Hotel and Restaura 
Industry Report. 


Ahrens Publishing Company hi: 
issued this industry report, whic 
| is the first in a series on the curren: 
| problems of the hotel and restau 
|rant operator. Their purpose is t 
evaluate the importance of con 
tinued attention to this market i 
terms of the vital informatio: 
| needed by the buyer, and whic 
)can be supplied by the manufac 
turer. This report— Part One- 
deals with what the manufacture 
_can do in his advertising and pro- 
| motion. 
| ' 
|No. 1954. A Flock of Surveys. 

“Good gunning” for hunters o! 
sales is reported in this folder, i: 
which Radio Station WEEI, Boston 
provides surveys of listenershi; 


| 


per cent. Here’s the statistical pic-| within gunshot, fifty miles out 
ture on color over the past five! early morning, ‘way out and “al! 
years: over.” 


INSIDE COLOR PAGES 


DE S40 G60 Babee aE VARS eae 7,759 
ee 6,263 
__. EREEE CCRT eee ee eres 6,178 
__. J eePerer ere tree tere 7,238 
NRE Re ee ee ee oe eee eee 8,254 


No. 1955. 
Tacks. 
Boxoffice has issued this report 
of a Ross Federal survey of exhibi- 
tor-subscribers, showing what they 
read regularly and how thoroughly, 


Getting Down to Bras: 


NS Hicks 4b Pad od Ohad Ceawed 504 and what trade publications they 
Serer er er 997 prefer and why. 

ey err eeee tasers: a> Ga gy 1956. Circulation and Marker 
oe oo 3,666 — 


Boy. He’s Really Mad! 

We give you here the self-por- 
trait of the maddest anonymous 
advertiser it has ever been 
privilege to encounter. We don't 


our | 


Radio Station WSGN has issued 
this market study of northern Ala- 
bama and the city of Birmingham 
A county breakdown of market 
statistics is provided, with maps of 
coverage areas. 


know his name, but he was so an-| 


noyed about something (apparently 
the Office of Civilian Defense) that 


WANTED 


Co-ordinators of 


“BOONDOGGLING” 


It would appear from news 
coming out of Washington, 
that while General MacArthur 
defends the Philippines and our 
Soldiers, Sailors and Marines 
fight and are being killed by 
JAPS in a war for survival, 
CIVILIAN DEFENSE is inter- 
ested in co-ordinating parasites. 


SUCH POSITIONS AS NATIONAL CO-ORDINATORS OF 


Tiddlywinks 
Mumble-the-peg 
Whittling 
Fandancing 


Button, Button, Who's Got the Button 


APPLICANTS SHOULD SEEK CONGRESSIONAL AND “AGENCY” 
INFLUENCE IN LOCATING POSITIONS 


0. C.D. who 


know the bureaucratic ropes 


director and directoress of 
should re 
ceive telegrams stressing vour qualitica 
nons for “Boondoggling” the under 


privileged into idleness 


Apply Now - Don't Delay - Wire Congress 


An American Cifires 


he paid out $187.20 of his own good 
money to run this three - column 
advertisement in both the Tulsa 
World and Tulsa Tribune last week. 
Wonder if he can deduct the cost 
of the copy from this year’s income 
tax” 


Jottings 

You're not feeling cocky, are you? 
Because if you are we can take some 
of the starch out of you by report- 
ing that a poll circulated among 278 
seniors at Townsend Harris High 
School in New York showed only 
two choosing advertising as their 
careers, while 73 boys said engi- 
neering was their dish. . . 


No. 1957. Flexo - Lettering’s Suc- 


cess Story. 


In this folder Flexo-Lettering 
Company shows more than sixty 
type faces, as well as numerous 


photographic stunt effects, and let- 
tering variations such as shadowed 
letters, type lines in curves and 
circles, and other helps to effective 
lettering display. 


No. 1958. Business Goes to War. 

This is a state-by-state analysis, 
prepared by Business Week, show- 
ing the chief industries and the 
effect of war-time business on each 
of the states as industrial markets 
Some forecasts are made, and esti- 
mates of the change still ahead fo: 
many businesses. 


No. 1909. Toledo Market Data. 
The Toledo Blade has issued this 
file folder of sturdy board, designed 
to hold a continuing record of mar- 
ket data which will be issued from 
time to time. The current release 
is a large, easy-to-read map of met- 


ropolitan Toledo and its retail 

Wire vour Congressmen and Senators, . . 5 

sutinn quilfienion ter “tunnden trading area, with market facts 

gling yen sorting temnet es tabulated in each county, and a 
ar with Japan and Germany ormer 


summary of the data and explana- 
tory notes. 


No. 1947. How Much Do You Care 
About Your Reputation? 

This United States News bookiet 
shows the advantages, to companies 
engaged in war production, of 
building and publicizing their repu- 
tation. An _ educational program 
now, the text points out, is insur- 
ance against hazards of the stiff 
competition which will come with 
the return to peacetime operatio 


No. 1912. Mr. & Mrs. Houston 
Have More to Spend. 

A graph of payrolls in Houston, 
1929-1941, heads this page of facts 
issued by The Houston Chronicle 
show the selling opportun'ties 


offered by this trading area. A”- 
other graph and the explanatory 
text show how the Chronicle’s «ir- 
culation has kept pace with the 
city’s growth in consumer income 
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not so 
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Ma Mister! 
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And if we may break into this chatter with 


just a word: 
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Hercules Seeks 
Industry Help 
Aimed at ‘V-Day’ 


Wilmington, Del., March 19. 
With copy appealing for teamwork. 
and interchange of ideas between 
industry, Hercules Powder Com- 
pany has launched a series of “To- 
ward V-Day” advertisements ad- 
dressed to key executives jin other 
industries and companies. The 
campaign is scheduled to run in 
magazines and newspapers through- 
out the year. 

Under the caption “Can Your 
Research Help Us?” copy points out 
that “we at Hercules are eager to 
learn of any new material, process, 
or equipment you have evolved 
which can help us to speed vic- 
tory.”” Another paragraph suggests 
“Perhaps We Can Help You,” em- 
phasizes that many new chemical 
materials have been developed by 


PROVEN 
PERFECT 


999/1000%, 


Hercules’ research, and concludes, 
“some of these may help you to 
create new and more useful prod- 
ucts, and to lower costs.” 

The schedule calls for monthly 
insertions in Business Week, News- 
week and Time, in addition to Chi- 
cago Journal of Commerce, New 
York Journal of Commerce and 
Wall Street Journal. According to 
Hercules’ spokesmen, the “coopera- 
tion” drive has already revealed 
important new defense applications 
for known’ chemical processes. 
Fuller & Smith & Ross, New York, 
is the agency. 


Prints Nutrition Page 


The San Francisco Examiner, in 
collaboration with the San Fran- 
cisco County Nutrition Council, is 
publishing a page called ‘Food for 
Victory” each Thursday. The fea- 
ture gives nutrition data. 


been named 
manager of the New 
WNBC, Blue 
Hartford-New 


J. J. Kegan has 
advertising 
Britain division of 
Network outlet in 
Britain, Conn. 


Tea Importer to Lefton 

Catz - American, New York, im- 
porter, has named Al Paul Lefton 
Company, New York, to direct ad- 
vertising for Matte tea. 


ASKS INTERCHANGE OF INDUSTRIAL IDEAS 


TOWARD V-DAY 


eA Practical Program of Teamwork 
TOWARD V-DAY 


SEROUS ff 


This is one of a series of advertisements for Hercules Powder Co., to run through 
1942 in magazines and newspapers, asking the cooperation of other industries 
in the exchange of ideas for both the war effort and the post-war period to 


follow. 


Fuller & Smith & Ross handles the account. 


National Oil to Reach 

National Oil Products Company, 
Harrison, N. J., has appointed 
Charles Dallas Reach Company, 
Newark, to direct advertising for 
its agricultural division. 


According to the U.S. Census of 
1939, per capita food sales in the 
0.P.M., Portland trading territory, 
were °122.11 compared with 93.61 
for the state. Things have changed 
since then. And the 0.P.M. is an 
even better market! Industrial 
payrolls are up over a year ago.* 
That means more money to spend. 
People are working harder. That 
means they're hungrier... eating 
more, eating better! They're play- 
ing harder, living more fully, too! 


Advertising managers, sales 
managers, space buyers, are 
looking for a market like this: 
where sales are concentrated 
in a wealthy, easily-reached 
area, easily reached by sales- 
men, and by advertising, in the 
one Portland newspaper that 
thoroughly covers the 0.P.M. 


The JOURNAL 


PORTLAND, OREGON 


* Industrial payrolls in the 
Portland trading territory 
are up 78.7% over last year. 
Payrolls in the rest of state 
of Oregon are up 11.2%. 


FCC Monopoly 
Case Given to 
Supreme Court 


Washington, D. C., March 17.— 
Radio’s bitter struggle with the 
Federal Communications Commis- 


sion over restrictions imposed upon 
network broadcasting advanced to 
the final round this week when the 
United States Supreme _ Court 
agreed to review a lower court de- 


cision on FCC’s controversial mo- 
nopoly order. 
The case will reach the high 


court through an appeal of the re- 
cent two-to-one decision by a 
three-judge federal court in New 
York that it lacked jurisdiction to 


rule on the legality of the FCC 
order. An appeal was taken in 
record time in order that a final 


decision may be rendered before 
the Supreme Court adjourns for 
the summer early next June. 
Carrying the appeal are the Na- 
tional Broadcasting Company, the 
Columbia Broadcasting System, and 
operators of an affiliated station of 
each network. The NBC affiliate 


|is Station WHAM, Rochester, owned 


by Stromberg - Carlson Telephone 


Mfg. Company, and the CBS outlet § 


is Station WOW, Omaha, owned by 
Woodmen of the World Life Insur- 
ance Society. As in the earlier 


litigation, the Mutual Broadcasting 
| System has intervened in behalf of 


| chandise 


) ge 

The FCC monopoly order upon 
which the Supreme Court will rule 
bars exclusive network - affiliate 
contracts and numerous other prac- 
tices of the broadcasting industry. 
Among other things, it required 
NBC to dispose of one of its two 
networks with the result that the 
Blue Network Company has been 
organized but it is still owned by 
the Radio Corporation of America 
pending the outcome of litigation. 

The suit by NBC, CBS and their 
affiliates which led to the “no juris- 
diction” ruling which is being ap- 
pealed sought an injunction to pre- 
vent FCC from enforcing restric- 
tions on chain broadcasting. A 
temporary stay was granted while 
a Supreme Court appeal was taken. 


Ward Promotes Prall 

B. R. Prall, formerly group mer- 
manager for the com- 
pany’s “hard lines,” has been named 
general operating manager of Mont- 
gomery Ward & Co., Chicago. He 
succeeds Eugene R. Wimmer, re- 
signed. Mr. Prall has been a mem- 
ber of the merchandise manage- 
ment group of the company for 23 
years. R. S. Stevens, formerly 
farm equipment division manager, 
will take over Mr. Prall’s former 
post. 


Joins Donovan Group 


William Robinson, promotion 
manager of Ahrens Publishing 


|Company, New York, has taken an 


indefinite leave of absence to join 
the office of the 
Information, headed by William 
Donovan. Mr. Robinson will be in 
the pictures and publications divi- 


sion, New York, which is under the 


direction of Robert Sherwood, play- 
| wright. 


Coordinator of 


—— 


Jones Announces 
Addition of 8 
to Agency Staff 


New York, March 18.—The re. 
|cently-formed Duane Jones Con. 
|pany this week announced addi- 


tional appointments to the agency's 
|staff, which will be headed by 
/'Henry Turnbull, former Maxon ac- 
/count executive who _ has 
|named Mr. Jones’ assistant. 

Eugene Hulshizer, Paul A. Werner 
|and C. Frederic Bell have been ap- 
|pointed account executives. A] 
were formerly with Maxon, I 
except Mr. Bell, who came from tie 
Chicago office of Blackett-Samp) - 
Hummert. Ralph T. Smith has been 
|named copy chief of the ney 
agency, while Walter Ware has been 
|}appointed to the copy staff. Both 
|formerly held similar posts with 
Maxon. Thomas McManus will be 
/art director; Brent Groves will head 
media and radio; and Woodrow 
Sporn will be in charge of the pre- 
mium department. 


been 


Gets Ice Cream Account 
Cia. U. S. Harkson do Brasil, Rio 
de Janeiro, ice cream specialties, 
nas placed its account with N. W. 
Ayer & Son, Philadelphia. 


TOTAL GROCERY Advertising 
Pacific Coast Key Cities—1941 
Kank City and Newspaper Total Lines 
1 Oakland Tribune 1,275,006 
PORTLAND JOURNAL 1,149,098 
Oakland Post-Enquirer 1,016,005 
Spokane Chronicle 966,816 

939,158 


2 

3 

4 

5 Los Angeles Times 
6 Los Angeles Herald-Express 933,555 
7 

8 


Seattle Times 891,520 

San Diego Tribune-Sun 842,829 
9 San Francisco News 831,957 
10 Tacoma News-Tribune 758,008 
11 San Diego Union 656,893 
12 Portland Oregonian 622,686 
13. Tacoma Times 564,302 
14 Seattle Post-Intelligencer 534,945 


15 San Francisco Call-Bulletin 530,775 
16 Spokane Spokesman-Review 497,294 


17 Los Angeles Examiner 322,678 
18 San Francisco Examiner 318,917 
19 San Francisco Chronicle 284,255 
20 Los Angeles News 267,783 

236,680 


21 Seattle Star 
The Journal's total of 1,149,098 
lines of food advertising was 
64.9% of all food linage carried 
by Portland Daily Newspapers. 


@ Advertisers reach this rich 
market with The Daily Journal 
because its circulation is con- 
centrated in the O.P.M.". . . the 
Portland Trading Territory . . - 
where per capita food sales are 
$122.11 compared with *93.61 
® for the state! 
* Oregon's Primary Market 


The JOURNAL 


PORTLAND'S AFTERNOON NEWSPAPER 
Portland, Oregon — 
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had to be left out of newspapers) for introducing any different treat- 
Ration Ad Content because prestige copy had been ment.” AN APPEAL Ted Taylor Named BVC 


previously scheduled. Few in advertising and publish- Executive Secretary 
Up until the present the gov- ing circles, here, however, con- O. L. (Ted) Taylor, president of 
f News a ers ernment has allowed all advertising| sider that this has decided the the Taylor-Howe-Snowden chain 
0 p p costs to be considered as legitimate question, and the general belief js . ) ‘ _» of stations in Texas, has been 
e. trading expense, and therefore not that more and more pressure will | ™ ill you / aarry your share? | named executive secretary of 
a- 5 Tm. subject to the excess profit tax. be brought against advertising by Broadcasters Victory Council, with 
li- in reat rifain During the first week of February those who have nothing to sell at headquarters in W ashington. BVC 
y's three members of Parliament) present. Some believe that the had been searching for a man to fill 
by : r Y cae : s the post for two months. 


F rth N ° } voiced their dissatisfaction over this | solution may rest in voluntary ac- 
C- u er INewsprin condition, and asked that all ad- tion by the newspapers and peri- 


en Cut Perils All vertising expenditures which ex- odicals. 
ceed “a reasonable proportion of seiiinatahaadaabisials 


Mr. Taylor is a director of the 
National Association of Broadcast- 
ers and a member of its executive 


° . committee. Stations from which he 
er Institutional Copy the expenditure for advertising in has taken a leave of absence are 
- standard years” be disallowed for Offers Defense Mats KTSA, San Antonio: KGNC , Ama- 
I By F. A. MARTEAU income tax purposes. To this| Sidener and Van Riper, Indian- — ee KFYO, Lubbock, and KRGV, 

Se asc, | Chancellor of the Exchequer Sir apolis, has created a series of 12 —— ssiahanens —— oe 
e ge re ar re .— og pe Kingsley Wood replied: advertisements portraying the part a ‘ 
lo- March 15, when the newest 10 per ; of the civilian in the war which eae. --- . : 
en cent cut in newsprint becomes op- Despite Exemption the agency is syndicating to news- ‘ame wee: -_ Schick to Launch Drive 
ew erative, British newspapers’ will) ‘ ar papers. Schick, Inc., Stamford, Conn., 
~ ; . gro . on - “Under the existing law, the ———— caeteleatiiich pace . oe siteneie will introduce a new electric shaver, 
en also be subjected to the first direct) 1) once or disallowance + ae ss = eee = = Th a i ie” ce de hae 
oh restriction on advertising which has | @!/owance or disallowance of ex-| Nq@mes Irwin Vladimir == == =—- = — the Schick Super, early in May 
eo t int > ff act d ‘ing th rar. | penditure on advertising as a de- . -_ with Ww eekly magazine insertions 
ith been put invo € is = ne e War. | auction in computing the profits of Gordon Fennell Company, Cedar extending over a period of two 
be The cul In newsprint rationing, all business for income tax pur- Rapids, exporter, has appointed | Department stores listed at the bottom months. Six pages and two half- 
ad which goes into effect the middie 20SeS is dutermined by the same Irwin Vladimir & Co., New York, joined recently in this full-page news- pages will appear in Collier's, Life 
ow of this month, calls for lopping off P 1 ~ ~ ge oa to direct advertising in Latin | paper appeal to New York women to and The Saturday Evening Post. 
a 10 per cent from resent allot- | Wes that apply to other items of America for Floridagold grapefruit | carry their own packages and eliminate Arthur Kudner, New York, is the 
t I p | g 


ments, bringing the current allot- expenditure, and I see no reason juice and sections. every unnecessary home delivery. agency. 
ment down to just about 20 per 
cent of prewar figures. It means 
that British newspapers, which at 
Rio present are allowed 24 pages a 
week (as against 16 to 24 pages a 
day during peace time), will either 


have to reduce their size, which is Yor >: s ¢ 

unlikely, or cut their Saturday THE NUMBER. Louis? NC 3 Ye MOIDER_ 
issues down to two pages, and pick ONE RADIO wl a % “ TW Bum! 
up the remaining four-tenths of a PROGRAM. wee 
page reduction by some form of SIOE 

circulation rationing. The only ~ 

other alternative is to restrict circu- LOLI iS Za 

lation each day to 10 per cent less In“ PARDON 

than during previous months. MY GLOVE” ‘ 


Along with this reduction in 
newsprint supplies, the government 
has decreed that hereafter no more 
than 40 per cent of morning and 
Sunday newspapers shall consist of | 
advertising, while the maximum 
advertising content of evening)! 
papers is set at 45 per cent, and of | 
weekly, bi-weekly and _ tri-weekly 
papers at 55 per cent. All of these | 
are average maximum figures over 
a given period, and an excess one 
day can be compensated for by a 
reduction another day. 


“aAnWESmt=z COMEDY" 


Periodicals Unchanged 

With reference to periodicals, the | 
existing regulation, which requires | 
that the proportion of advertising | 
to editorial must not exceed that of | 
the last 12 pre-war months, stands | 
unchanged, and seems satisfactory 
to both publishers and the govern- 
ment. 

This further reduction in the sup- 
» ply of newsprint raises serious 
questions as to whether prestige 
advertising will be allowed to con- 
tinue. Privately sponsored copy of 
the prestige type has been under 
fire for some time, and it has even 
been asserted that occasionally 
government - sponsored copy has 
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etnias Sigh 


Pittsburgh Gas 


Companies Set Up 
Pattern for Drive 


Industry Adopts New 
Slogan, Conservation 
Theme for Ads 


Pittsburgh, March 19.—Natural 
gas has gone all-out for victory and 
the bulk of advertising and promo- 
tional efforts of the industry in the 
future will be directed toward con- 
sumer education, informing the 
public how vital this fuel is to the 
War program and why it is impera- 
tive to use it wisely and conserve 
it to the greatest extent possible. 

Representing a “pacesetter” for 
the type of educational and informa- 
tive efforts desired by the govern- 
ment is the current campaign of the 
natural gas companies serving the 
Greater Pittsburgh area. The pro- 
gram is aimed not only at promot- 
ing immediate gas conservation but 


ee 
the steady flame a of Natural Gos 


Gen eel ww mborires 


on ee ee re / 
Natural Gas Companies casi 


A slogan and copy theme first used by 

Pittsburgh natural gas companies in this 

advertisement has been adopted by the 

American Gas Association for its current 

campaign in business and trade publica- 

tions. Ketchum, MacLeod & Grove is the 
agency. 


toward laying a foundation for con- 
sumer cooperation next winter 
when the situation in respect to gas 
supplies is expected to be much 
more critical. 

Some months ago representatives 
of the Office of Production Manage- 
ment, since absorbed by the War 
Production Board, approached the 
Pittsburgh group, including the 
Equitable Gas Company, Peoples 
Natural Gas Company, and Manu- 
facturers Light & Heat Company, 
and solicited their assistance’ in 
mapping a hard-hitting, plain-talk- 
ing drive for natural gas conserva- 
tion. 

In response to the government's 
request, these suppliers, in collabo- 


THERE’S NOT ANOTHER 
LIKE IT! 


The area with the largest 
spendable income in the 
nation 
reached effectively by 
Southern New England's 
foremost station 


fc 


A 


DIRECT ROUTE TO AMERICA’S No.1 MARKET 
Corporation 


Member of NBC Red Network ond 
Yonkee Network 


Representotives: WEED & COMPANY 
Re Ned, Chtengt, Detren, Sen Franiioel 


ration with their agency, Ketchum, | tion.” It adds: “In spite of this un- 
MacLeod & Grove, Inc., Pittsburgh, believably heavy and_ increasing 
designed a practical, long-range | load, the local natural gas industry, 
| program which has received the ap-| because it had drilled new wells, 
proval and commendation of the | provided for vast underground stor- 
government and the entire natural age, built new pipelines and new 
gas industry as well. The campaign compressor stations, is continuing 
was built around the slogan: “Na-|to serve its normal domestic and 
tural gas is vital to war industry. commercial gas users.” 
Use it wisely!” Later on, with the advent of 
Copy in one of the series of ad- | warmer weather and a consequent 
vertisements appearing in all three reduction in the consumption of gas 
Pittsburgh daily newspapers and a/| for domestic heating, the companies 
long list of smaller newspapers cir- | are planning to tie in their advertis- 
culating in out-of-city communities,|ing with the government’s nu- 
reminds consumers that the use of | tritional campaign, promoting care- 
natural gas by Pittsburgh’s indus- ful cooking to preserve many of the 
tries has risen sharply “and must) nutritional values in foods which 
go even higher as America lifts her would otherwise be destroyed. 
sights to a scale of war production The national advertising of the) 
beyond our yesterday’s imagina-| industrial and commercial gas sec- | 
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‘tion of the American Gas Associa- also is agency for the industrial ang 

tion directed to industries and com-|commercial gas_ section of 

mercial fields also is playing up the | American Gas Association. 

important part natural gas is play- ——_—_—— 

ing to bring about ultimate victory. | Fitch Stipulates 

One of the ads in the series sched- | F. W. Fitch Company, p 

uled by the Pittsburgh companies, Moines. ‘has stipulated with the 

headed “Behind our armed forces... | Fegeral Trade Commission i. Gnees 

the steady flame of gas!”, was re-| representing its No. 6 size bottle .¢ 

printed by the AGA in Business| Fitch shampoo is the “75c size” or 

Week. Advertisements appearing| has a “regular retail price of 75c.” 

this month in 11 trade publications | 0r advertising in any way that its 

reaching seven different fields tell|V@rious products customarily se! 

the story of why natural gas was| for more than the public is actually 
: . ; | charged. 

selected by war industries as a vital | 

material of war, and how it reflects ° ° 

the inherent advantages which have | Moves Philly Office 

made gas the preferred fuel for in-|, Roche, Williams and Cunnyng- 

dustrial and commercial heating | @m has moved its Philadelphia of- 

purposes. fice to the Lewis Tower bldg., fo|- 


lowing the government’s leasing , 
Ketchum, MacLeod & Grove, Inc., | its former location. 


the 


COMPARE THE SPOKANE AREA WITH ALL 9 U.S. CITIES 


* CITIES BETWEEN 500,000 
AND 1,000,000 POPULATION 
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4 MARKET THAT [§ O/STINCTLY OL FERENT 


Compare the Spokane area with all 9 U. 5. 
cities of between 500,000 and 1,000,000 population. 
Only 4 cities in this group have more people than 
live in Spokane and its Inland Empire! And only 
nine cities in the entire United States have more 
people than live in this American Wonderland! 
The Spokane area is one cohesive market unit. 
That is what makes it Distinctly Different. Spokane 
is isolated from any other city of comparable size 
by over 300 miles of distance. It is also isolated by 


* All Population Figures — 1940 U. S. Census. 


the formidable barriers of four of the greatest 
mountain ranges in North America! The Inland 
Empire is as large as New England. It yields tre- 
mendous quantities of farm produce, of lumber 
and minerals. It is the site of Grand Coulee dam, 
the world’s greatest potential source of electric 
power. Grand Coulee power is already bringing 
great new industries to the Spokane district, an 
influx of skilled workers. Spokane is now experienc- 
ing substantial population growth and faces a 
future of still greater development. 
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Admen in the 
Armed Forces 


Julius Joseph, Jr., media director 

of Franklin Bruck Advertising Cor- 
poration, New York, is now sta- 
tioned with Company L of the 15th 
Signal regiment, Fort Monmouth, 
N. J. 
Walter Bligh, advertising man- 
ager of the Syracuse Herald-Jour- 
na’ and Herald-American, has an- 
nounced his resignation to enter the 
armed forces. He served as an in- 
fantry lieutenant in the first World 
War. 

David B. Crooks, in the public 
relations department of Kroger 
Grocery & Baking Company, has 


been ordered to duty as a first lieu- 
tenant in the office of Chief of 
Special Services Bureau, Washing- 
ton. He has held a commission in 
the reserve corps since 1922, hav- 
ing served as a sergeant in World 
War I. 

Jerry Danzig, publicity director 
of Station WOR, New York, has 
taken a leave of absence to go on 
active duty as lieutenant, junior 
grade, in the U. S. Naval Reserve. 
He will be assigned to the radio 


section of the public relations di- | 


vision, third naval district, New 
York. 

Donald W. Reynolds, publisher of 
the Times-Record and Southwest 
American, Fort Smith, Ark., left 
March 11 for Pine Bluff, Ark., 
where he is now on active duty as 


a second lieutenant, stationed at the 
ordnance plant now under con- 
struction. 

Merle Edwards, member of the 
advertising staff of the Journal- 
Times, Racine, Wis., has been called 
into active service as a second lieu- 
tenant and will report for duty 
March 24. 

Sidney Morse, radio talent sales- 
man with the William Morris 
Agency, leaves March 28 for Max- 
well Field, Ala., where he will 
enter the Army Air Corps. 

After nine years as head of Gen- 
eral Screen Advertising, Inc., Chi- 
cago, Major M. E. Zetterholm, for- 
merly of General Motors, has been 
recalled for active service in the 
U. S. Army with the Inspector 
General's department. His leave 


of absence js for the duration only 
and he will retain his official con- 
nection as secretary and treasurer 
of the company. 


Life Advertisers Meet 


The Eastern round table of the 
Life Advertisers Association will 
meet at the Hotel Pennsylvania, 
New York, March 26-27. The theme 
of the meeting will be “Life Insur- 
ance Advertising Girds for War.” 


Named Promotion Head 


Norman B. Stanton, formerly in 
the copy department of Brooke, 
Smith, French & Dorrance, Detroit, | 
has been appointed promotion man- | 
ager of American Machinist, New 
York. 


a 


OF BETWEEN 500,000 AND 1,000,000 


CLEVELAND 
878,336 


ST. LOUIS 
816,048 


BOSTON 
770,816 


PITTSBURGH WASHINGTON D.C. SAN FRANCISCO MILWAUKEE 


671,659 


THE SPOKESMAN-REVIEW 
Spokane Daily Chronitle 


Combined Daily Circulation Over 120,000 -- 81.24%Un-Duplicated 


Advertising Representatives—JOHN B. WOODWARD, Inc.—New York-Chicago-Detroit-Los Angeles-San Francisco 
Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. 


663,091 


MORNING 


634,536 


587,472 


SUNDAY 


EVENING 


MEG 


POPULATION! 


SPOKANE AREA 
753,853 


a 
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BUFFALO 
575,901 


"FOOD FOR DEFENSE" 
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IN SAVANNAH 


Gra ers Now Are Tumety Nutrinon Okaplays 


Featuring Nocoa the Delicious Modern Margarme 


WITH THIS “FOUR-FRONT DEFENSE”! 


“FOOD FOR DEFENSE 
AT SMALL EXPENSE" 


A wartime theme is adopted for 1942 
promotion of Nucoa by Best Foods, Inc., 
in newspapers and with display material 
in stores. The copy, in which the name 
of each city is tied in, is placed by 
sales divisions in newspapers of several 
hundred cities. Such themes as ‘Cake 
and Cookie Serenade,” “Salad Seren- 
ade,’ etc., used in previous years, have 
been dropped in favor of the ‘Food for 
Defense’ promotion. Benton & Bowles 
is the agency. 


Kingan Launches 
Patriotic Series 
in Newspapers 


New York, March 19.—Kingan & 
Co., meat packer with plants in In- 
dianapolis and Richmond, and 
branch houses throughout the coun- 
try, today launched a special series 
of patriotic advertisements in news- 
papers in the Middle West, South 
and Atlantic Coast areas which are 
currently carrying the regulay 
Kingan sales copy. 

The copy, 160 lines on four coi- 
umns, is appearing today in some 


| newspapers on the list, and will run 


in others tomorrow. Headed “All 
Out—America!”, it is an out-and- 
out patriotic advertisement urging 
all-out effort to win the war on the 
part of all segments of the popula- 
tion. It contains no sales copy 
whatever, and Kingan is mentioned 
only in the signature, which says 
simply: “Kingan & Co., purveyors 
of fine meats since 1845.” 
Elmer L. Cline is the agency. 


President Reaches 50°, 

More than 49 per cent of radio 
set owners tuned in President 
Roosevelt, Vice-President Wallace, 
and Secretary of Agriculture Wick- 
ard during their March 9 broadcast 
celebrating the ninth anniversary 
of the administration’s farm pro- 
gram, according to a report re- 
leased March 17 by the Cooperative 
Analysis of Broadcasting. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 
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1941 


1929 


NEWSPAPER B 


1941 


of total * ; of total 
CHICAGO TRIBUNE -¥ - ; 
NEWSPAPER A “4 36 
NEWSPAPER B + +¥' 
anongiciunl shown above = poner 4 _ 
“ fan ercen ages¢ or 
hited aa nd ep ei total expenditures pth e 


published in each yeo"- 


in all newspapers 


When you can have more. why take less? 


@ Tribune total net paid circulation during 


. February averaged in excess of 1,000,000 
? on weekdays and over 1,200,000 on Sundays. 
This was 530,000 more total daily cir 


culation than was delivered by any other 

Chicago daily newspaper—and more than 
e any two other Chicago daily newspapers 

combined. On Sundays, it was 320,000 

more than the second Chicago Sunday news- 

paper delivered and 820,000 more than the 
third Chicago Sunday newspaper. 


Right in metropolitan Chicago, the Tribune 
delivered 370,000 more daily circulation 
than any other Chicago daily newspaper 
On Sundays, the Tribune delivered 365,000 
more than the second Chicago Sunday news- 
paper delivered and 460,000 more than the 
third Chicago Sunday newspaper 

With Chicago's spendable income today 
the largest in years, there is no need to pass 
up extra volume when the Tribune is de- 
livering the sales power which can make it 


vours. 
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by Chicago department stores placed more of 
thar 194] advertising budgets in the Tnbune than 


they placed in all other Chicago newspapers combined. 


epartment stores during the period covered by the 
companying chart spent more than $93,000,000 
@r advertising in Chicago newspapers. 

1 This was the period of the big transition from 
i-weather retailing to hard times selling—when 
| media were subjected to reappraisal in the light 
each day’s performance in moving merchandise to 
more value-minded public. 

In 1929, department stores placed in the Tribune 
6.5% of their advertising expenditures in Chicago 
‘wspapers. Last year they stepped up the Tribune’s 
teentage to 54.1%—or more than they placed in all 


her Chicago newspapers combined, 


THE WORLD'S 


Jetene 


GREATEST NEWSPAPER 


In doing so, they made a greater total expend 
ture for Tribune space last year than in the boom 
year of 1929. 

This is the testimony of retailers who day after 
day for 13 years have had the opportunity to make 
daily audits of results. Their greater use of the 
Tribune makes plain which Chicago newspaper 1s 
best able to deliver for you—-no matter what you 
sell or to whom you sell. 

When you can have more, why take less? Ask a 
representative to help you plan a program built 
around the Tribune. Rates per 100,000 circulation 


are among America’s lowest. 


cure ulation: 


February average net paid total 


Daily, Over 1,000,000 
Sunday, Over 1,200,000 
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Miller Starts Drive United Artists’ Ad 
for Fluorescent Lights | 


Backing the theme “Time :; Budget Centered 


Short,” with an advertising expen- 


diture slightly larger than that of ]}} Newspapers 


1941, the Miller Company, Meriden, 
Conn., has started a campaign for| Chicago, March 18.—District and 
its ye —— — branch managers of United Artists 
, , asiz > "ess . : g 
+ lle gg re ee Sauer” pd Corporation, gathered here today 
tems to make every hour count|for the first general sales meeting 
toward production of war goods. | since the company’s sales reorgan- 
Full-page advertisements’ will! jzation last November, discussed 
appear 


monthly in Architectural 
satin 7 | promotional plans for forthcoming 
Record, Aviation, Electrical Con- including “Jungle Book,” 


tracting, Electrical West, Electrical| Pictures, 
World, Electrified Industry, Factory | Kipling’s tale for children which is 
Management and Maintenance, | slated for heavy emphasis. 
Lighting and Lamps, Qualified Con-| The film company’s promotional 
tractor, Wholesalers Salesman, and| budgets for 1942 are set up as fol- 
Textile World. In addition, two- | lows: $1,700,000 for newspaper and 
thirds — will | be oe y | cooperative newspaper advertising; 
other week in Business Week. $470,000 for magazine advertising; 
13350, 000 for exploitation and radio. 
Heads Stetson Branch | These figures, quoted to ADVERTISING 

M. L. Douglas, formerly vice-| Ace by Monroe W. Greenthal, di- 
president and general manager of | ‘rector of advertising and publicity, 
J. B. Stetson Company (Canada)|do not include 24-sheet posters 
Ltd., Brockville, Ont., has been| which will be employed in major 
elected president. markets for some of the pictures. 

It has been predicted in some | 
quarters that film companies would 
become more promotion-minded as 
a result of the recent consent decree 


RECONSTRUCTED ADVERTISING 
SCHEDULES 


Tells the Who-Where-When & How Much 
of Business Paper Advertising 


BRAD-VERN’S REPORTS jiusuinc x" 


abolition of block booking. United 
| Artists, Mr. Greenthal asserted, is 
|not bound by the consent decree, 


entered into with the federal gov- | 
ernment, one result of which was the | 


inasmuch as it, along with Universal 
Pictures Company and Columbia 
Pictures Corporation, did not enter 
into the agreement. The three com- 
panies do not own theater chains. 
So far as advertising is concerned, 
he thinks that tire and proposed 
gasoline rationing may influence the 
moving picture business far more 
than the consent decree. In the 
past, film companies have habitu- 
ally ignored small towns in the 
radius of large cities, confident that 
heavy promotion of pictures in the 
city would tap the small towns 
around it. With automobiles being 
used much more carefully, Mr. 
Greenthal believes that the small 
town exhibitor will take on a new 
aura, and his promotion becomes 
important. He predicted that small 
theaters may have to pay for films 
|on percentage instead of flat rental. 


| Betten Joins OPA 


Robert S. Betten, for the past six 


| years director of publicity for Sib-| 


jley, Lindsay & Curr Company, 
Rochester department store, has re- 
signed to join the staff of the Office 


|of Price Administration, Washing- | 


ton. 


Creative Age Appoints 
Creative Age Press, New York, 
publisher of Tomorrow, has placed 


its account with Cowan & Dengler, 
|New York. 


| IN PITTSBURGH 


The Post-Gazette is the only daily newspaper which has showna 


consistent gain in Retail Advertising over 


FOR THE PAST TWO YEARS... 


almost equalled the combined gains of 


a period of years. 


The Post-Gazette's Total Retail Advertising Gain has 


Pittsburgh's 


other two dailies, the Press and the Sun-Telegraph. 


1939 1940 


2 Year Total Retail 
Advertising Gains 


1941 


The Post-Gazette suffered from an 8-day strike in March, 1941, during 


which it was entirely suspended for 4 days, But for this 
obviously have been even greater, 


THE PAST TEN-YEAR PERIOD... 


its gain would 


The above record continues a trend of the last 10 years. 


From 1932 through 1941 
only Pittsburgh newspaper to show any 


the Post-Gazette was the 


gain at all. 


— 1941 
10 Year Total Retail 165 Gait 
Advertising Gains and Losses post-GATETIE 
"tn ee eee. 4o 
PRESS 416,24) lees 
Cay, 


The Post-Garette is FIRST in Pittsburgh in Total Daily Circulation 
—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY PAUL BLOCK AN 


D ASSOCIATES 


FEBRUARY SALES (OF CHAIN STORES 


—February * Gain Ist 2 Mo - 
1942 1941 or Le 1942 1941 
Food Chains 
i Jewel oseee$ 3,922,375 $ 2,665,983 +47.1 $ 7,875,715 $ 5,288,180 
Kroger Groc. & 

Bak. Co eT 26,812,768 21,005,436 + 28.0 92,656,883 40,941,789 
National Tea 7,298,229 5,050,532 + 44.6 13,939,828 9,576,426 
(Safeway 44,549,558 34,213,379 + 30.2 90,284,708 67,274,642 
tUnion Premier 

POOGES ccccsece 3,363,775 2,576,123 +30.5 6,692,910 4,892,949 
Group Total..... $ 85,946,732 §$ 65,511,453 + 31.2 $171,450,044 $127,973,98¢ 

Mail Order 
tSears, Roebuck..$ 61,670,963 §$ 49,991,529 4 ‘ , 
Spiegel — 2,907,469 3,315,216 12.3 6,070,417 6,063,758 
tMontgomery 

Ward 37,968,895 13,840,560 +12.2 
Group Total $102,547,327 $ 87,147,305 +17.7 $ 6,070,417 $ 6,063,758 

Drug Chains 
*Crown 6 + 687,080 § +6.1 § 851,465 $§ 727,747 
Walgreen . 7,240,705 14.5 14,742,659 12,805,240 
Group Total $ 7,927,785 § 


Variety and Miscellaneous 


Bond Stores $ 3,258,783 $ 2,056,734 8.4 $ 9,252,368 § 4,390,442 11 
Consolidated R 
tail Stores S78, 388 752,344 0.0 2,065,464 1,503,15¢ 
Edison Bros 2,399,177 1,771,319 1 4,847,917 3,412,31 { 
Fishman, M. H 317,189 277,747 +14.2 641,41 > 672 
Grant, W. T 8,416,506 6,771,093 + 24.3 17,399,650 ; 
Green, H. L 3,515,615 2,996,049 + 17.3 
Kresge, 8. 8S 10,824,248 + 16,1 25,229,929 + 21 
Kress, S. H.. 6,221,800 + 15.8 14,476,340 + 1% 
Lane Bryant, Inc 1,017,903 + 48.3 3,335,562 + $7 
tLerner ‘ 2,401,313 2.) nar 
McCrory. , 2 3,224,004 + 15.9 7,558,108 
McLellan Stores. 1 686, 671 1,466,385 + 15.0 fa , ; . ‘ as 
Murphy, G. C.... 4,469,094 3,530,838 + 26.6 9,272,840 7,009,895 +3 
Neisner Bros 1,724,164 1,418,513 + 21.6 3,545,328 2,641,843 +34 
Newberry, J. J 4,404,717 3,739,894 + 17.8 8,900,017 7,226,064 
Peuney, 0d. C...«. 25,407,401 18,327,858 + 38.6 56,003,740 38,623,812 4 
Western Auto 4,412,000 3,499,000 + 26.1 9,370,000 7,186,000 
Woolworth, F. W 27,466,197 23,667,450 + 16.0 55,811,127 45,674,657 
Kennedy's, Ine.. 547,809 414,725 + 32.1 eseeuune s dee 
tinterstate Dept. 
Stores, Ine... 1,980,504 1,607,356 + 23.2 as ; 7 ° 

Schiff Co 948.440 720,261 + 31.6 2,078,449 1,533,392 + 35 
Sterchi Bros 422,547 88.411 13.4 809,679 900,274 10 
Melville Shoe 
oo, 2,931,202 2,191,263 7 6,171,439 4,282,927 +44 
Group Total . -$123 149,391 $ 99,386,508 + 24.5 $236,769,372 $179,635,1 
Combined Total. $: 320,171.13 $259,018,567 + 23.6 $432,883,.957 $330.205,884 


tFour weeks and eight weeks 
tOne month period 
*Five month period 


Both Coasts Hit 
by Curtailment 
Order on Gasoline 


Washington, D. C., March 19.—A 
new form of gasoline rationing and 
freezing of prices began today in 
|17 Atlantic Seaboard states, the 
| District of Columbia, Washington 
and Oregon following a War Pro- 
|duction Board curtailment order 
limiting service stations to 12-hour 
operation, six days a week and cur- 
tailing supplies 20 per cent, and an 
OPA order freezing prices at March 
13 levels. 


The average motorist will have | 


to get along on less than the one- 
fifth over-all cut, however, since 
preference is to be given to com- 
mercial vehicles including taxicabs 
and cars owned by the government, 
and by doctors, nurses and veteri- 
narians. How much each non-pre- 
ferred customer can buy is a mat- 
ter for station operators to decide. 


Similar to 1941 Restriction 


Like last year’s shortage which 
caused a blackout of stations 12 
hours each night in the East, the 
new curtailment results not from 
_a scarcity of gasoline but a lack of 
transportation. Tankers sunk by 
enemy action or diverted to war 
use made consumption curtailment 
| necessary. 

Card rationing of gasoline, with 
little allotted to “non-essential” 
motorists, will be instituted as soon 
as Price Administrator Leon Hen- 
derson “gets around to it,” 
leum Coordinator Harold L. Ickes 
told a press conference today. Ra- 
tioning will apply only in 
states where dealer 
been reduced 
today. 

The order applies to Washing- 
ton and Oregon, besides states be- 
tween Maine and Florida, because 
tankers serving the Pacific North- 
west have also been reduced by 
sinking and diversion to the armed 
services. 


those 
supplies have 
20 per cent, starting 


Atlantic Refining 
Starts Salvaging 
Old Auto Plates 


Philadelphia, March 18.— The 
Atlantic Refining Company 
launched a campaign in news- 


papers of Pennsylvania and New 
Jersey this week to salvage the 
steel in old license plates for the 
war effort. 

Selling copy was entirely absent 
|from the initial 60-inch advertise- 
ments which appeared in 35 Sun- 
day papers of the two-state area. 
|A series of 10-inch ads will follow 
in 162 dailies, with 24-inch and 
12-inch insertions in 46 weeklies 
The drive will continue until March 
31, the deadline for changing to 
1942 plates in both Eastern states 
The campaign is being merchan- 
dised with window stickers and 
single-sheet posters at dealers’ sta- 
tions. 

Headlined “Get in the Scrap!” 
opening copy tells autoists that 
Atlantic dealers will change the 
auto plates without cost and then 
hold the old ones for collection by 
company trucks. These plates later 
will be sold as scrap metal and 
“every penny turned over to the 
United Service Organizations.” 
Every pair of plates weighs ap- 
proximately a pound —equal to 
15,000 tons of scrap metal in the 
U. S. which should go straight into 
war production, copy continues 

N. W. Ayer & Son is the Atlanti 
agency. 


Petro- | 


Names F. G. Packman 
Frank G. Packman, Detroit art'st, 

has been named art director of Ad 

Plate Engraving Company, Detro!t 


Sell» HOTELS 


THE HOTEL MONTHLY 


Cember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 
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Limitation of Profit 
on War Contracts 

The question as to whether a 
percentage limit should be placed 
on the profits of war contractors is 
not debatable, declares Lyle H. 
Boren, Representative from Okla- 
homa, who takes the affirmative of 
the subject in a debate in print in 
the March issue of Modern In- 
dustry. Among the reasons ad- 
vanced by Mr. Boren is that it is 
too much to expect that contracting 
offices of the government, working 
under pressure, can negotiate every 
contract in such a way that the 
contractor will not make an un- 
reasonable profit. 

Very often,” says the proponent, 


“the company itself cannot tell in 
advance what its costs will be. But 
I cannot see how any _ business 


could object to a wartime statute 
requiring him to pay back to the 
Treasury as taxes any profits made 
on war contracts in excess of a 
stipulated percentage. This pro- 
posal does not destroy or even 
impair the profit motive. It 
recognizes the necessity for a return 
of costs, including intangibles, and 
for a reasonable margin of return 
above costs. Moreover, it is purely 
a wartime measure to be termin- 
ated as soon as the war is over. 
“I firmly believe,” says Rep. 
Boren, “that unless some such leg- 
islation is enacted the profit motive 
and our system of free competitive 
enterprise will be wiped out by the 
publie reaction to war profiteering. 
I certainly do not favor government 


running all industry even in time’ 


of war. Therefore the only way 
to take the profit out of war is to 
place a definite limit on the amount 
of private gain which any business 
can make by furnishing supplies to 
our soldiers and sailors. My atti- 
tude, which I believe is that of the 
average American, is simply: Bil- 
lions for Victory, but not one cent 
as tribute to selfish interests.” 


Presenting the negative side of 
tl} question, Francis P. Byerly, 
certified public accountant, and 
partner, Price Waterhouse & Co., 
says rigid profit limitation would 
curtail drastically the profit in- 
centive in business and retard or 


diminish the necessary production 
of war material. Rebutting the 
popular cry that profit incentive 
has no place in wartime, Mr. Byerly 
asserts that as long as it is deemed 
desirable in the interest of effi- 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profpitably 
*Direct Mail Advertising 
*Created and Produced 
* Dealer Help Campaigns 
*Avtomobile Owner Lists 
*Rated Consumer Lists 
* Addressing and Imprinting 
*Contest Judging 
*Premium Mailings 
*Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

350 E. 22nd St. Chicago, Ill. 

305 £. 45th St. New York City 

12] Venice Bivd., Los Angeles, Cal. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


ciency and speed to allow any dis- 
cretion and initiative to private 
capital and management, it seems 
necessary to recognize in the pub- 
lic interest a factor of opportunity 
for reasonable profit commensurate 
with risk. A number of responsible 
government officials, he says, are in 
sympathy with this principle. 
“Contrary to widespread belief,” 
he points out, “the objective is not 
appeasement of the avaricious mo- 
tives which some seem to be im- 
puted to all capitalists and business 


men. It is rather to let productive 
enterprises survive without loss of 
vigor. 

“Experienced managements know 
that the financial hazards of new 
undertakings are so. great. that 
some projects are almost certain to 
result in severe which can 
only be compensated for by sub- 
stantial gains on others. Therefore, 
a law which would limit to a small 
arbitrary percentage, regardless of 
risk, the maximum profit to be al- 
lowed on any project involving 
government procurement could 
hardly be expected to prove work- 
able for any long period—unless 
there was a corresponding indem- 
nification given by the government 
against substantial loss on such 
projects.” Furthermore, Mr. Byerly 
concludes, any such law would in- 


losses 


‘Leigh Blacks ‘Em Out 


Douglas Leigh, head of Douglas 
Leigh, Inc., New York outdoor 
spectacular operator, has developed 
a master control switch by means 
of which he can black out 16 of the 
18 signs he operates in five seconds. 
The other two are turned off by 
men stationed there for that pur- 
pose. Mr. Leigh was commended 
by Mayor LaGuardia because he 
had prepared his blackout precau- 
tions long before the federal gov- 


volve many complications with re- 
gard to estimates, accounting, ad- 
justments, and in many cases, pro- 
tracted litigation, the outcome of 
which can rarely be satisfactory. 
Calling attention to some of the 
outstanding jobs of useful advertis- 
ing now appearing in the business 
press, “Industrial Marketing” for 
March asserts: “This is a_ period 
that can mark a turning point in) 
advertising history. People can) ernment instructions arrived on 
become so accustomed to looking to| March 1, instructing the city to 
advertising for help in solving their | take such steps. 
problems now that forever after it) a 
will receive their greatest respect. Joins “Newsweek” 
Advertising has a singular opportu- John P. Cunningham, formerly 
nity to render a great service to the | manager of the Chicago office of 
nation and at the same time a most |i). New York Times, has joined 
effective public relations job for) Newsweek as a member of the New 
itself.” | York sales staff. 


BILLIO. 


on DOLLAR MARWEF 


WNAX A Consistent Sales 
Winner For Advertisers! 


It takes plenty of SOCK to drive home an effective SALES 
PUNCH in this big five state BILLION DOLLAR MARKET. 
To effectively 4.000.000 people is no job for 
“bantams” . it requires a “heavy weight’ champ.” 

WNAX, the BIG station, with its favorable wave length con- 
ductivity, and distance from other network stations delivers the 


reach its nearly 


necessary “haymaker” to unlock the purses of this rich five state 
territory. 

Perhaps that’s why advertisers are now backing “the champ” 
with the largest commercial schedule of any station in the terri- 
tory. WNAX has an amazing record of consistently 
MORE results at 
startling facts and figures. 


KATZ AGENC 


IT’S 


delivering 
We would like to send you some 


Write WNAX, or call 


less cost. 


your nearest 


office. 


conn TO BUY 
, = 
we 447 Sil 


AFFILIATED WITH CBS 


A 


, 


COWLES STATION Jn 
Represented by the i 
KATZ AGENCY | 
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ing articles are overlooked, inserts how I felt and that’s how I wanteq 


Voice of the Advertiser 


This department is a reader’s forum. 


Drive Grows Into 


a National Campaign 

To the Editor: “An advertising 
agency’s dream come true” might 
well be the title of this letter. As 
briefed in the accompanying agency 


promotion piece, an obscure little 
local account has burgeoned into 


the blue chip class. 

The success of the Alton Box 
Board Company, St. Louis, on a 
budget of $1,000 a month for three 
months resulted in the duplication 
of the successful experience of this 
advertising in approximately 40 
other markets. As you are well 
aware, the paper board industry 
was faced with acute shortages of 
basic raw materials to step up pro- 
duction to meet tremendously ex- 
panded requirements for defense. 
Mills were on the verge of shutting 
down because of shortages of wood 
pulp, and most important, waste 
paper, a primary resource from 
which paper board is made. Alton’s 
initial advertising to salvage waste 
paper from the public was so suc- 
cessful that over 50 of America’s 
leading paper mills pooled a fund 
of over $675,000 to expand the St. 
Louis-born campaign on a national 
basis. 

Here are some startling figures 
showing what an industry can ac- 
complish when it organizes and 
carries its message to the public 
through advertising and publicity: 

For six months prior to the start 
of the campaign urging the public 
to save waste paper, the paper 
board mills were forced to dig into 
their inventories of previously ac- 
cumulated waste paper in order to 
continue production. Some mills 
were forced to shut down, and 
others were kept rolling only 
through a cooperative allocation 
plan. 

Three months after the national 
waste paper conservation campaign 
was started, the paper board mills 
throughout the country were re- 
ceiving enough waste paper to meet 
their current requirements. 

In terms of tonnage comparisons, 
in December 1940 an average of 
54,000 tons of waste paper per 
week was accumulated compared 
with an average of 83,000 tons per 


week in 1941. January and Feb- 
ruary tonnage figures on waste 
paper accumulation show that 
waste paper increases, under the 


spur of the waste paper drive, are 


approximately 60 per cent ahead 
of a year ago. 

In short, for the past three 
months the paper board mills of 


this country have secured enough 


| 


Letters are welcome. 


POSTERS HELP MAKE SUCCESS OF DRIVE 


AMERICA'S WAR EFFORT REEDS 17 


CALL A COLLECTOR 


Waste paper mills and dealers throughout the country are being offered this 
24-sheet poster to tie in with the national conservation campaign which already 


has started to build up reserves of the valuable product. 


Olian Advertising Co., 


St. Louis, directs the account. 


waste paper to meet the stepped- 
up demands of the industry in the 
war effort—and to start once again 
building up their depleted inven- 
tories. 

I am enclosing a photograph of 
the 24-sheet poster that is being 
offered to mills and waste paper 
dealers throughout the country 
who wish to tie in with this cam- 
paign. 

IRWIN A. OLIAN, 

Olian Advertising Company, 

St. Louis, Mo. 


v v v 

Treasury Slaps ‘Em Down 

To the Editor: Your issue of Feb. 
23 carries a story concerning patri- 
otic neck labels for beer bottles 
urging the purchase of U. S. de- 
fense bonds. When the idea was 
presented to us, it appealed very 


strongly and we decided to give it 
a fling. In 
label, 


designing the neck 
however, we decided to go a 


little farther and tell folks why to 
buy U. S. defense bonds—to keep 
‘em flying, of course. 

The attached neck label resulted 
and as a matter of routine was 
submitted to the Federal Alcohol 
Administration for approval. But 
before you could say “General 
MacArthur holds the Japs on Ba- 
taan Peninsula,” it popped back on 
the writer’s desk, disapproved. 

You know, of course—or don't 
you?—that under Section 29 (d) 
Regulations No. 7 as amended by 
Treasury Decision 5051, the refer- 
ences to “Let’s Go! U.S. A.” and 
“Keep ‘Em Flying” are deemed ob- 
jectionable. 


__IN DEFENSE OF THE "CLEVELAND PRESS" ARTIST 


RELIANCE MANUFACTURING COMPANY 


WORK SHIFTS CVERALLS PANTS JACKETS ('DFEWEAR PLAYUARME NTS 
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Alex W. Bealer, Atlante, claimed that the knot illustrated in a Cleveland Press 


advertisement in the Feb. 
“thief knot.” 


16 issue of Advertising Age was a good-for-nothing 
There seems to be room for argument, as witness the writer's 


hand-drewn knots above. 


You try to do something, and get 
slapped down. You turn on the 
radio and some commentator is 
scolding you for “complacency.” 

MILTON G. SILVER, 

Advertising Manager, Genesee 

Brewing Company, Rochester, 

a 2 


7, VF F 


Challenges Price’s View 


on Life Insurance Ads 

To the Editor: We notice in your 
current issue that Arthur Price, of 
Sears, Roebuck & Co., took occasion 
to say some unkind things about 
life insurance advertising at a 
recent meeting of the Chicago Fed- 
erated Advertising Club. We _ be- 
lieve a fair answer to this is in the 
following paragraphs quoted from 
our advertisement appearing in the 
current issue of The Saturday Eve- 
ning Post: 

“A substantial part of policy 
owner premium payments last year 
was invested by the company in 
obligations of the federal govern- 


| 


ment, and this money was thus 
available for the war effort. New 


purchases of United States govern- 
ment securities during the year 
were $12,476,484, and the total held 
by the company at the end of the 
year was $60,108,846. More and 
more U. S. bonds will be bought 
this year with total purchases that 
will far exceed premium payments 
on new insurance for the year. 

“Other forms of investment are 
also important in winning the war. 
Farm loans, home loans, public 
utility bonds, state bonds, munici- 
pal bonds and industrial bonds all 
represent the use of savings for the 
building of our national wealth and 
economic progress. These are the 
foundation upon which we are now 
building our war efforts. Our in- 
vestments in these’ enterprises, 
made from year to year for many 
years, now amount to a total of 
more than $135,000,000. 

“Farm loans have helped de- 
velop agriculture to a state of readi- 
ness to meet the huge war demand 
for food. Home loans have pro- 
vided more and better housing for 
workers. State and municipal 
bonds have built strategic high- 
ways, financed improved sanitation, 
and provided modern school fa- 


cilities. Public utility and indus- 
trial bonds have aided in giving 
the nation increased power output 


and expanded 

materials. 
“Thus, when the 

policy owner 


production of war 


Bankers Life 
pays his dollars for 
life insurance, they serve the triple 
purpose of protecting his family 
and himself, of building up the eco- 
nomic structure of the nation, and 
of financing victory for America.” 
B. N. MILLs, 

Bankers Life Com- 
Moines, Ia. 


Secretary, 
pany, Des 
v =~ ww 
Condemns Heavy Paper 
Spreads and Cards 
To the Editor: What a relief it 


was to run through your March 9 
issue and not be compelled to “de- 


tour” that spread on heavy paper, 
appearing in so many publications 
recently, for one of the paper 
manufacturers. 

To an advertising man, with 
many papers to scan, more or less 


briefly, to make sure no interest- 


heavier than the publication itself 
are more or less a nuisance, at least 
to the writer. Likewise, those sub- 
scription cards, bound within the 
issue, that frequently cause you to 
lose your place (unless it is tucked 
in, away from the fold, toward the 
bottom, like in your recent issues). 

I will admit that these inserts 
are attention-getters, but not at- 
tention of the right kind, 
I am concerned. 


so far as 


O. A. Brock, 
Advertising Manager, Keystone 
Steel & Wire Company, Peoria, 
Ill. 


. -— 


"Way Back When 


To the Editor: I discovered the 
attached advertisement for Kelly- 
Springiield tires in our files—vint- 
age circa 1919. 

The philosophy expressed is just 
as apropos today. 

HENRY HAAs, 


Secretary and Treasurer, 


Adrian Bauer Advertising 
Agency, Philadelphia. 
v v Vv 


Asks for Booklets 

To the Editor: On Page 1 of your 
March 9 issue under “Last Minute 
News Flashes,” you had an item 
mentioning a booklet, “Making 
Money with Jerseys — 100 case 
histories,” put out by the Ameri- 
can Jersey Cattle Club. 

Would you kindly forward to the 
proper address this letter and the 
enclosed 20 cents, for which I would 
like to obtain two of these book- 
lets together with applications. 
Thank you for your usual courtesy 
in cooperating with me on similar 
requests of this type which, as a 
subscriber, I have sent to you in 
the past. 

GEORGE L. STINGEL, 

Treasurer, Scott’s Agency, Inc., 
Boston. 

v v v 


“Yours for Victory” 


To the Editor: On Dec. 9, two 
days after that fateful day at Pearl 


Harbor, I issued instructions to our 
stenographers to end all letters 
with “Yours for Victory.” That’s 


others to feel. 
sent out over 
that ending. 
Through the fine efforts of 
associate editor of a business pap: 


15,000 letters wit 


many other companies are usi;: 
that ending. A local civilian de- 
fense organization acknowledging 


our contribution used “Yours f, 
Victory” in ending their letter. A 
association in New Jersey readi: 
about “Yours for Victory” 
ing off has likewise begun to us 
it in all their bulletins and lette: 

Can you imagine what an effe 
it will have on the morale of folk 
throughout the United Natio: 
when everyone begins to end eax 
letter, personal or business, wit 
“Yours for Victory”? 

Mac CuHurVis, 
Grand National Sales Company, 
Chicago. 


_ SUPPLY AND DEMAND 


ue RE has never been any 
ulty in selling Ke aly 
Tove or fabrics. It 


trouble has beer Sips ia 


A reader dug up this ancient Kelly- 
Springfield advertisement which has an 
up-to-date theme—not enough tires to 
meet the demand and the wisdom of 
advertising despite such a situation. 
Everybody's Magazine carried this copy 
back in the post-war year, 1919. 


Since then we have 


in sign- 


» 


must get results, 


$000 WATTS 


In the last 6 months: 


2 Stores renewed spot and 
program schedules! 


m® 2 Stores bought new strip 


programs! 


1 Store more than quadru- 
pled its WCAE budget! 


W hat better recommendation 
than from advertisers who 


and fast! 


Write or Phone 


THE KATZ AGENCY 


New York 
Kansas City 


* Chicago * Detroit + Atlanta 
Dallas + San Francisco 


1250 K. 


_ PITTSBURGH, PA. 
BROADCASTING SYSTEM. 
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Fly Denies Cox 
Charges of FCC 
Radio ‘Gestapo’ 


Washington, D. C., March 18.— 
Chairman James L. Fly of the Fed- 
eral Communications Commission 
underwent another grilling today 
at the hands of the House rules 
committee, and denied heatedly 
that FCC maintains a “Gestapo” 
for the “terrorization” of small 
broadcasters. 

The “Gestapo” charges were 
flung by Rep. E. E. Cox, sponsor 
of the resolution for an investiga- 
tion of FCC which is under con- 
sideration by the committee.| 
Although Chairman Fly occupied 
the witness chair for the second 
time within the week, questioning | 
of him was not completed. A fur-| 
ther hearing will be held before) 
action is taken, but no date for the | 
meeting has been set. 

A Congressional investigation of. 
radio matters, or at least committee | 
hearings on _ proposed legislative 
changes, will be launched next 
month irrespective of the fate of 
the Cox resolution. The House In- 
terstate Commerce committee has 
set April 14 as the date upon which 
it will take up the bill introduced 
late last year by Rep. Jared Y. 
Sanders. Other radio matters be- 
sides the Sanders bill will be dealt 
with coincidentally. The bill would 
split FCC into two sections, one to 
rule private and the other public 
communications, and re-define FCC 
powers generally. 

In denying the “Gestapo” charges, 
Mr. Fly said that FCC's staff of in- 
vestigators numbers only nine. He 
defended FCC's record in behalf of 
small broadcasters, pointing to the 
monoply order and other actions 
directed at large operators. 

Chairman Fly said that he does 
not oppose a Congressional investi- 
gation of his agency, but he told 
Rep. Cox: “I certainly object to 
the type of investigation you have 
in mind.” He branded as “entirely 
false’ Rep. Cox's allegation that 
FCC “maintains a Gestapo used to 
beat down... and cow... every 
one who might differ.” 


Romney to Auto Group 


George Romney has been named 
general manager of the Automobile 
Manufacturers Association, Detroit, | 
succeeding Pyke Johnson, now}! 
president of Automotive Safety! 
Foundation. | 

| 


PRINTING 
~ Phone WABASH — 


7820 


A IMPOSING group of successful 
advertising executives find this 
lucky number. It enables you to use 
* Service consisting of ad-setting, en- 
9aving, printing and creative ability 
~all under one roof... Specially 
tained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens— and at the same time produce 
bette: and more profitable printing 
for you ata saving of time, trouble 
‘1d money. Phone Wabash 7820. 


FAITHORN 


CORPORATION 


ao. 
SETTING © ENGRAVING © PRENTING 
APMAN STREET CHICAGO - WARASM 7820 


‘Not to Sue But 
to Sell’ Is New 
Aim of ASCAP 


Chicago, March 18.—The Ameri- 
can Society of Composers, Authors 
and Publishers will change its tac- 
tics in regard to collections from 
music users, according to John G. 
Payne, general manager, and will 
henceforth employ a_ persuasive 
sales technique rather than threat 
of suit. 

Mr. Payne, who spoke to a meet- 
ing of ASCAP district managers 
and field agents here last week, 
said specifically that “ASCAP in its 
relations with users of music, is 
changing from a protective policy 
to a sales policy.” In this connec- 


| tion, the society recently dismissed 


its lawyer representatives and re- 
placed them with businessmen. 
For 25 years, ASCAP has used a 
distinctly legal approach, collecting 
its fees by litigation, and its lawyer 
representatives were accustomed to 


obtaining fees from _ recalcitrant 
copyright music users by the threat 
of suit. “Some music users,” Mr. 
Payne repored, “not familiar with 
the necessity for copyright law, 
thought it was a racket. In those 
days, our primary responsibility 
was to the composers, authors and 
publishers. The society now feels 
it can serve the public in a larger 
way by assuming a greater respon- 
sibility to music users.” 

ASCAP, which emerged much 
chastened after major networks 
banned its music for 10 months in 
1941, will use its agents as sales- 
men, who will keep users informed 
of composers’ latest works and aid 
in program planning. The meeting 
this week was devoted chiefly to 
instruction of the new agents on 
contacting methods. 


Wadley to Okmulgee 


Charles L. Wadley, formerly on 
the advertising staff of the News- 
Record, Miami, Okla., has been 


named advertising manager of the| 


Times, Okmulgee, Okla. 


Mitchell Quits Getchell; 
Detroit Office Slashed 

Harry T. Mitchell, formerly vice- 
president in charge of the Detroit 
office of J. Stirling Getchell, has 
resigned. I. H. MacKenzie, for- 
merly Detroit space buyer, has also 
resigned. 

Due to the inactivity of the 
Plymouth account, the agency has 
reduced its staff, and has taken 
smaller space in the New Center 
bldg. R. W. Heiser, formerly ac- 
count executive for White Stove 
division of 
Company, will succeed Mr. Mitchell 
as office manager. 


Juke Boxes War Victim 


Production of automatic phono- 
graphs, weight and amusement ma- 
chines will end May 1, by order 
of the War Production Board. Until 
the shutdown, manufacturers will 


Socony-Vacuum Oil | 


Canners’ Packs Allotted 

To insure adequate supplies of 
canned foods for Army, Navy, 
Lend-Lease and other government 
needs, the War Production Board 
has directed canners to set aside 
stated quantities of their 1942 pack 
of 23 fruits and vegetables. Among 
primary products, on which there 
is no restriction as to the amount 
of tin going into cans, percentages 
allocated to the government range 
from 15 to 33 per cent. 


“Wines” to Bow 


Wines, New York, a monthly 
business paper, will make its ap- 
pearance in April. Harry Schwarz- 
schild, publisher of Spirits, New 
York, is editor and publisher. M. E. 
Fillet has been named advertising 
manager. 


MAILING SERVICE 


be permitted to produce at one and | 


one-half the February rate, largely 
with materials already on hand. 
The industry comprises about 30 
companies, 12 of which already 
have war orders. 


Multigraphing — Filling-in 
Addressing Mimeographing 


THE LETTER SHOP, Inc. 


' 440 8, Denrborn St, Wabash S655 


\WO:'WO 


You SAID IT 


WHERE TOWN AND COUNTRY MEET IN TYPICAL AMERICA 


WOWO sends its signal winging into 62 counties of Indiana, Ohio, and Michigan... 


night and day, from dawn to yawn. A typical American market—half urban, half rural. 


(51% city, 49% country, if you’re a decimal demon.) More than two million Americans live, 


love, and labor in this WOWO area, where WOWO showmanship is a tradition, where 


W-O-W-O are fine letters of introduction. WOWO is a Westinghouse Station... a plus- 
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factor that needs no amplification. 


WESTINGHOUSE RADIO 


KOKA + KYW + WBZ + WBZA + 


STATIONS Inc 


Owo + wot 
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_ FOR ITS CENTENNIAL 


reeavasy | 
ronwrrvas 


WNOLBMES 0-100 rete bp ap 


D. H. Holmes Co., New Orleans depart- | 
ment store, is using a series of pages 
in New Orleans newspapers building up 
to the climax of its Centennial Year’ in 
April. Both institutional and merchan- 
dising copy is employed. The com- 
pany also has erected an animated neon 
sign covering the entire front of its 
building. Radio, street car, panel poster 
and highway bulletins are supporting the 
centennial drive. Fitzgerald Advertising 
Agency directs the account. 


Small Town Trade 
Moves Up Due to 
Tire Shortages | 


March 18. — Wholesale | 
unanimous in their | 
opinion that curtailment of pas- 
senger car travel will increase 
small town retail trade, and 74 per 
cent of them declare that small 
town and farm residents are already 
doing a larger percentage of their 
buying at home or near home, 
Western Newspaper Union declares 
in reporting a study among grocery 
wholesalers in the current issue of 
the Publishers’ Auxiliary, which is 
sent weekly to 10,000 weeklies and 
1,400 small town dailies. 

This situation represents an un- 
usual opportunity for small town 
merchants and publishers, the 
Auwiliary asserts, and may eventu- 
ally result in revolutionizing the 
flow of retail trade. To take ad- 
vantage of their opportunity, it 
says, local merchants must be made 
increasingly conscious of the need 
for displaying and selling nation- 
ally advertised goods, so as to help | 
“make customers satisfied with the 
new shopping conditions.” 

While the store 10 or 20 miles 
away will be a less important com- 
petitive influence on the small 
town merchant, “the mail order} 
house in the big city will be an in- 
creasingly potent competitor,” the | 
Auviliary says. 


Chicago, 
grocers are 


| 


Duane Lyon Gets Three | 


S. Duane Lyon, New York, has | 
been named to direct sag 
| 

| 

| 


for Ann Reno Institute, New York, 
Berlitz School of Languages, 
Brooklyn, and Bureau of Publica- 
tions, Teachers College, Columbia 


University, New York. 
| 


Winning 
Combination! 


To sell Connecticut's 
First Market, get 


WDRC's winning com: 
of coverage, 


bination 

programs and rate! 

Check the facts and 

figures, of write us for 
es them. WDRC,  Hart- 
BS ford, Basic CBS for 


Connecticut. 


‘Ravertising Only 


Link to Markets,’ 
NIAA Is Warned 


Chicago, March 18.—That indus- 
trial reputations may depreciate 
and the goodwill of consumers will 
be lost unless advertising is main- 
tained by companies now engaged 
in war work was the concensus of 
speakers at the Midwest conference 
of the National Industrial Adver- 


tisers Association held here last 
week. More than 500 members and 
other industrial admen attended 


the session. 

In a keynoting speech, W. Donald 
Murphy, account’ executive of 
Reincke-Ellis-Younggreen & Finn 


and NIAA president, told the group 
| that 


advertising represented the 
American way of life, since it is 
the essence of competition. Adver- 
tising, he said, “is the last link to 
neglected markets, the final re- 
maining substance that keeps our 
peacetime industrial life alive,” and 
he further asserted that advertising 
offered a manufacturer the only 
means to keep alive the greatest of 
his intangible assets, good will. 
Vergil D. Reed, assistant director 
of the Bureau of Census, reviewed 
his conception of the markets of the 
future, based on population trends. 
The trend to an older population, 
he said, will bring different market 
demands, a need for pensions and 
a decrease in real estate values. He 


predicted that building and produc- 


tion of major equipment and acces- 
sories will suffer the greatest hard- 
ship because of excess productive 
capacity after the war. 

Wayne Chatfield Taylor, Under 
Secretary of Commerce, reported 
that a shortage of labor loomed in 
the near future, and that an esti- 
mated minimum of 6,000,000 new 
workers was needed. Charles Car- 
roll, advertising representative of 
the air express edition of Time, told 
the group that Latin America con- 
stituted “the greatest industrial 
market available to American in- 
dustry after the war.” 


Appoints Horton-Noyes 
Fire Association of Philadelphia 

has placed its account with Horton- 

Noyes Company, Providence. 


Home Laundry Output 
to Be Discontinued 


Manufacture of washing , 
chines and ironers will be dis, 


tinued soon, by order of the \: 


Production Board. The entire 


pacity of the industry will be ¢,,; 
Produc: ri 


verted to war output. 
of replacement parts for dom, 


laundry equipment is not affecte- 
Companies which produced mv.) 
than 60,000 units in the year enc, 


June 30, 1941, must stop manu: 
turing by April 15, and others 
May 15. 


Promotes Tregor 


Philip Tregor, formerly co; 
writer with the Hartford Courg 
has been named assistant pron 
tion manager, replacing Don P,; 
pageorge. 
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U.S. Steel Issues 
First ‘Censored’ 
Annual Report 


Income $116,000,000; 
Sales at Highest 
Point in History 


New York, March 19. — Even 
stockholders aren’t going to know 
all about the operations of their 
companies hereafter, especially if 
those companies are engaged in war 


effort of any kind, it becomes evi- 
dent from the annual report of 
United States Steel Corporation, is- 
| sued today. 
| The attractive 40th annual report 
carries on its cover the notation, 
“This report has been reviewed by 
the Army, Navy and U. S. Office of 
Censorship,” and all through the 
32-page volume the reader is re- 
minded that too-frank discussion of 
company operations is out for the 
duration. For instance, a detailed 
| table of steel ingot and castings pro- 
duction through the years shows 
| 1941 production as “00,000” thou- 
sands of tons, while a footnote ex- 
|plains that the actual figure “was 
omitted at the suggestion of the 
United States Office of Censorship.” 
In going through the book one 


finds scores of excellent photo- 
graphs of steel operations, but no 
reference to their locale, as well as 
statements like: 
national security, detailed identi- 
fication of the various additions, im- 
provements and rearrangements of 
facilities, completed, in progress 
and pending, is omitted”; and again: 
“National security in time of war 
precludes the detailed indication of 
specialized activities and the identi- 
fication of all products manufac- 


tured for war and defense pur- 
poses.” 
Income $116,000,000 
Net income of U. S. Steel and 


subsidiaries for 1941 was $116,171,- 
075, compared with $102,211,282 in 
1940, equal to $10.45 per share of 


Hof the 


Be. 


a 
a 
ie 


irst farm market! 


Take a good look at Mrs. Kuehl . . . a farm woman whose home is as modern 


and as tastefully decorated as your own, who has the time and the money to 


gratify her own and her family’s desires! 


—and there are over a million others like the Kuehl family who read Success- 


ful Farming—who look to the pages of this progressively edited farm magazine 


for information on what to buy—who prefer it above all other farm magazines. 


This more-than-a-million buying unit, 
from the region which this year will reap 
a predicted 7 billion of the 13 billion 
dollar American farm income, cannot 
logically be overlooked in any sales cam- 
paign. Its desires and needs are many— 
its paying power is proved—and it is open 
to persuasion through the columns of 


Successful Farming —its favorite magazine. 


Whether you or your client are selling 
soap chips or furniture, breakfast food or 
linoleum, Successful Farming readers de- 
mand further investigation. Call the Suc- 
cessful Farming salesman—ask him how 
this great farm magazine will give any 
consumer advertising campaign better 
balance and a better chance for success. 


Meredith Publishing Co., Des Moines, Ia. 


“In the interest of | 


common stock, compared with $8.84 
last year. Sales totaled $1,600,000,- 
|000, the highest in history, but net 
income was 41 per cent below 1929 
levels, due to increased tax, wage 
and material costs. The company is 
now devoting more than three- 
fourths of its production to direct 
and indirect war efforts. 

Pointing out that while long- 
range research has in large meas- 
ure been changed to short-range re- 
search designed to aid the victory 
drive, the report nevertheless as- 
serts that much of this research will 
be of value during the post-war 
period. “Thus the possible needs of 
that era,” it says, “and the part that 
steel will play in the peaceful pur- 
suits of business, are not being neg- 
lected while the primary efforts of 
all current research activities and 
functions are being devoted to the 
Winning of the war.” The report 
also reveals that “an officer of a 
subsidiary has been assigned to the 
task of recommending plans for the 
various subsidiary companies which, 
it is hoped, will be of service both 
to the nation and to U. S. Steel in 
facilitating the transition to post- 
war conditions.” 


-McGRAW-HILL SHOWS 
ADVANCE IN EARNINGS 


New York, March 19.—Report- 


ing that the upward trend in the | 


use of advertising space in indus- 
trial publications is wholly sound 
since the publications are logical 
aids in the war effort, James H. 
McGraw, Jr., president of McGraw- 


Hill Publishing Company, _ told 
stockholders and employes in his 
annual report that the company 


earned $1,116,396 in 1941 compared 
with $912,030 in the preceding year. 

In a report on advertising trends, 
he showed that while business pa- 
pers generally, from a pages-of-ad- 
vertising viewpoint, gained 13 per 
;cent in 1941, McGraw-Hill publica- 
tions gained 17.1 per cent. During 


the year the average net paid cir- | 


culation of all McGraw-Hill papers 
exceeded the half-million mark. 
Mr. McGraw reported that the 
}company faced a year of rising 
costs, shortages of paper and other 


materials, censorship restriction and | 


losses of manpower to the services 
Although no one could forecast 
what will happen in 1942, he said, 


ASSIGNMENT 


‘AMERICA NEEDS | 
TIN TO WIN! 


Trommer's goes on a War Time 
“Refreshment Schedule” 


“ 
“ 


SERGiSrS Sees 
-- TROMMER'S 
BEER tnd 4p” 


one ee 


The bottle takes over again as John F. 

Trommer, Inc., Brooklyn brewery, says 

goodbye to beer cans because of the 

urgent defense need for tin. This 450- 

line advertisement appeared in news- 
papers. 


Brewers Face Suit in 
Dry Kentucky Counties 


Jos. Schlitz Brewing Company, 
Falls City Brewing Company, and 
Fehr Brewing Company are being 
sued by the county attorney of 
Graves County, Ky., for maintaining 
road signs in the county, one of the 
dry counties in the state. The attor- 
ney of Triggs County, another Ken- 
tucky dry area, has entered criminal 
bills against breweries for road signs 
and highway boards. 

Poster plant owners state that 
they have no poster boards up for 
breweries, but that the suits are 
against road signs, many of which 
were put up when the counties 
were wet. Oecertel Brewing Com- 
pany, Louisville, has removed all 
its road signs in dry counties. U.S. 
Brewers Association attorneys have 
already entered into the fight, with 
a plea to the Kentucky court of 
appeals to enjoin the dry county 
attorneys from prosecuting the suits. 


» j ’ " ¢ > ron ae 
the company “has served very Meantime, the state WCTU has 
effectively the economy under succeeded in having a bill intro- 

hich we have lived in tl : duced into the state senate which 
which we have lived in the past. would revoke the permit of any 


We now are moving into a_ period 
in which engineering, technology, 
production and management will 
j}have a more important place than 
ever before and it follows that the 
responsibilities and opportunities 
for service of McGraw-Hill are cor- 
'respondingly greater.” 


_Globe-Wernicke Company 
Earnings for 
compared with $175,146 for 1940. 


Hygrade Sylvania Corp. 
Earnings for the year ended Dec. 

31, 1941, were $1,067,185 compared 

with $880,625 in the preceding year. 


Libbey-Owens-Ford 

Earnings for the year ended Dec. 
31 were $8,821,437, compared with 
$9,992,766 for the previous year. 


Radio Corp. of America 

Earnings were $10,192,716 for the 
year ended Dec. 31, compared with 
$9,113,156 for the previous year. 


Underwood Elliot Fisher 

Earnings for the year ended Dec. 
31, 1941, were $3,740,089, compared 
with $2,226,255 for 1940. 


Neissner Bros. 
Earnings for 1941 were $960,445 
compared with $443,693 for 1940. 


Coca-Cola Company 

Earnings for the company and 
its subsidiaries for the year ended 
Dec. 31, 1941, were $28,908,374 
compared with $28,884,752 for the 
previous year. 


Crosley Corporation 


Net profit for the company dur- | 


ing 1941 was $1,493,134. 


retailer who sells any beer “adver- 
tised on any radio station that can 
be heard in Kentucky.” 


Sponsors Poster Contest 


Walker & Co., Detroit outdoor ad- 
|vertising company, is’ currently 
sponsoring its fourth annual poster 
contest for students in Detroit's 


1941 were $298,675) secondary schools. The contest runs 


through May 4, and prizes totaling 
| $645 are to be awarded. 


ty 
PRODUCTS 


Advertisers and 
i Their Agencies 


What about your War time 
consumer advertising at the 
Point-of-Sale? Shortages call 
for substitutes—for sugar—for 
cans. New ingredients and new 
packing methods suggest large- 
scale consumer educational ad- 


vertising. 
Low-cost Newscolor offers the 
fastest, lowest cost printing 


medium for foldeis, counter 
giveaways, small booklets. For 
the best value in large volume 
color printing, investigate 
Newscolor. 


SHOPPING NEWS 


MONTREAL 


TORONTO 


WINNIPEG 


GIBBONS KNOWS CANADA 


J. J. GIBBONS LIMITED - ADVERTISING AGENTS | 


Rewscoler “Division CLEVELAND 
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Flag to Fly on 
All Magazines 


Independence Day 


New York, March 18.—Virtually 
every general magazine on _ the 
newsstands July 4 will celebrate 
Independence Day by displaying 
the American flag on its cover if a 
campaign launched this week by 
the National Publishers’ associa- 
tion wins the full cooperation of 
individual periodical publishers. 

This week the association mailed 
letters to more than 1,600 magazine 
publishers asking their individual 
cooperation in the drive to turn all 
newsstands into a barrage of red, 
white and blue magazine covers on 
July 4. 

Originates with Hearst 

Paul McNamara, promotional di- 
rector of Hearst Magazines, Inc., 
launched the program 10 days ago 
when he asked the editors of Cos- 
mopolitan, Good Housekeeping and 
other Hearst publications to use the 
Stars and Stripes as color cover art 
in their July issues as a patriotic 
gesture. 

Then, before the National Pub- 
lishers’ association 
members, informal commitments 
were secured from leading general 
magazines in the Curtis, McCall, 
Time, Crowell-Collier, Fawcett, 
Macfadden and Meredith groups. 


circularized its) 


WARNING 


DRINKING WATER 
CAN BE DANGEROUS 


VW drinking wat omes from a — Enjoy the comfort of its delight 
sour her teluse and fully fresh taste and of its proves 
n ton from Water Borne Diseases 


This always pure Corinnis Sprin 
Warer is delivered 
sealed bottle \ 
from the 


Hinckley & Schmitt 
420 W. Ontario St. SUPerior 6543 


With newspapers hammering on the 
danger of Chicago's water supply being 
polluted by refuse dumped from indus- 
trial plants into Lake Michigan, Hinck- 
ley & Schmitt, distributor of Corinnis 
spring water, sponsored this 14-inch copy 
in the Chicago Sun. The same theme is 
being used in follow-up advertisements. 
Bozell & Jacobs directs the account. 


Baldwin Expands 
List for Wartime 
Ad Campaign 


(Picture on Page 35) 


Philadelphia, March 19.—A new 
and greatly expanded advertising 
program for the Baldwin Locomo- 
tive Works and its subsidiary com- 
panies broke last week with full- 
page insertions in general business 
magazines, emphasizing its wartime 
duty as “one of America’s great 
arsenals.” 

The campaign is centered around 
the theme: “Baldwin serves the na- 
/tion which the railroads helped to 
| build.” The initial message carries 
|this theme as a headline. Begin- 
ning with the second advertisement 
in the series, this headline will be 
used as a slogan to appear in all 
subsequent copy. However, many 
of the succeeding ads also will be 
directed to various other industries 
and will demonstrate specifically 
| how Baldwin products serve them. 

Baldwin’s general business maga- 
zine schedule includes full-page in- 
| sertions in Business Week, Fortune, 
Newsweek, Time and United States 
|News. The schedule calls for six 
insertions in Fortune and 13 in each 
of the other publications. The first 
message appears in the March 16 is- 
sues of Newsweek and Time; in 
United States News for March 20; 
in Business Week March 21; and in 


BOOKLETS 


LOOK 
cATALOGS = (<$s<$s§ i 
FOLDERS cost 
LESS 
SALES HELPS 
Pe 
IMPROVED OFFSET 
Laurel LITHOGRAPHY 


COMPLETE COPY & ART DEPARTMENTS 
LAUREL PROCESS COMPANY 


480 CANAL STREET, NEW YORK 
WALKER 5-3030 


err Order Dentures 
Outlawed by House 


The House has passed a bill 
which prohibits the use of the mails 
or any instrumentality of interstate 
commerce for the advertising, sale 
or delivery of dentures made by 
persons who are not licensed den- 
tists. The measure 
small group of firms which adver- 
tise to provide false teeth by mail. 

The bill calls for a $1,000 fine for 
violations, or one year’s imprison- 
ment, or both. The proposal, H. R. 
6730, awaits the attention of the 
Senate, but no opposition is ex- 
| pected. 


is aimed at a} 


the April issue of Fortune. 

A similar campaign has already 
started in the Wall Street Journal, 
embracing a series of 26 one-eighth 
page advertisements. 

Baldwin’s 1942 schedule of busi= 
ness publications in specific fields 
has been expanded to include a to- 
tal of 47. Advertising in these 
media will be devoted to copy for 
Baldwin products used in the re- 
spective fields served by the various 
business papers. 

Ketchum, MacLeod & Grove, Inc., 
Pittsburgh, is the agency. 


o- 
— 
~ 


ATE 


- see 
=—_. — 


It's Smarsho he Born 


ght fame 


Two years ago MOTOR AGE came out in 


new dress 


tive service men. 


-a 100°. service magazine, for automo- 
It picked the right time and the 


right stance, for service is the backbone of the auto- 


motive after-market. 


Further evidence of this timeli- 


the fa 


ness is 


MOTOR AGE’s billing increased 
85°° in 1941. It’s the “natural” 


for today: 


CHILTON PUB 


\ 
® Chestnut & 56th Sts., Philadelphia, Pa. 


et that 


LICATION MOTOR 


AGE 


‘Life’ to Take 
Four-Color Copy 
for Half Pages 


New York, March 19. — Life, 
|which has hitherto limited four- 
color advertising to full pages and 
covers, will accept half-page color 
advertisements beginning with the 
June 1 issue. 

Ban on use of four colors in units 
of less than one page had been in 
force since Life’s first issue because 
the publication's four-color process 
presses could not meet the fast 
schedules established for black and 
white editorial content. 

Production schedules on one 
four-page color form will be 
| speeded up to meet editorial dead- 
| lines beginning June 1, and other 
color sections will be added later as 
process presses are geared to faster 
production. 

Rates for the new half-page full 
color unit will be $6,250, one time; 
$6,030, 13 times; $5,875, 26 times, 


35 per cent higher than the black 
and white rate. An additional 15 
|} per cent charge will be made for 
| bleed pages. Circulation guarantee 
| is 2,750,000. 


Finished Goods Put 
Under Price Ceiling 
| Finished piece goods 
| Coston, rayon and their 
| have been placed under temporary 
| price regulation by the Office of 
| Price Administration. Retail sales 
|are exempted as usual, but officials 
expect the order will halt a rapid 
rise in the price of dresses, coats, 
pajamas, shirts and curtains. 

Prices were frozen at levels no 
higher than those prevailing in the 
March 7-11 period, but OPA offi- 
cials disclosed that they do not con- 
sider these levels reasonable. The 
temporary order covers a 60-day 
period, and it is expected that the 
permanent regulation which follows 
will call for lower maximum prices. 


‘Scott to Wm. Morris 

Jane E. Scott, former radio pro- 
|ducer for Lord & Thomas, Chicago, 
has joined the New York office of 
the William Morris Agency in a 
|radio service capacity. 


and $5,750, 52 times, approximately | 


» | 
made of! 
mixtures | 


MARCH LINAGE FOR CANADIAN MAGAZINES 


——— 


———1%42 ‘ 1941 
Pages Lines Pages L 

*Canadian Home Journal 40.5 28.342 5.2 
*Canadian Homes & Gardens 4.1 16,208 1.5 
*Chatelaine 7 26,35 29.4 .e 
*jLiberty 25.4 10,91 oe - 
*2Maclean's 4 1 "9.460 of 7% 
*Mayfair 42.9 8.851 41 <4 
*National Home Monthly 23.0 16,111 22.4 : 
*tNew World e 18,550 19 

Total Group 262.9 174,769 251.4 lé 

Display, including poultry and livestock in Canadian Farm Papers 

’iCanadian Countryman 22 15,977 26.7 1s 
*Country Guide & Nor’'-West Farmer 22.3 16,041 24.2 1 
*taFamily Herald 

Eastern Edition 34.2 34,242 38.0 4 

Western Edition 13.6 33.554 33.7 
Farm and Ranch Review 14.0 10,071 10.5 > 
t*?Farmer’s Advocate & Home Magazine 27.4 19,160 32.0 
*Farmer'’s Magazine ‘ 22.9 16,001 32.4 99 
*Free Press Prairie Farmer 33.3 36,592 37.4 41 
i*Western Producer 19.0 20,854 23.1 4 j 

Total Group 41 202,192 258.0 


*Figures furnished by publisher. 
February Linage 
'Bi-Weekly 
“Semi-monthly. 

11942 format 680 lines 
aFkFour issues both vears 
aTwo issues 1941 


1941 format 700 


lines 


Expect ‘VX Blend’ 
to Replace Vital 


Butane Gas Supply \.:.:. 


San Antonio, Tex., March 18.— 
Development of a new fuel gas, ten- 
tatively identified as “VX Blend,” 
which is expected to replace the 
butane gas now used by more than 
230,000 families throughout the 
country, has been announced here 
by the Southern Equipment Com- 
pany. 

Lloyd J. White, 
and chief engineer of the company, 
explained that the fuel was devel- 
oped primarily for existing butane 
gas systems now used extensively 
for heating, cooking, etc., in farm 
and ranch areas, but will also serve 
many commercial and _ industrial 
butane consumers. Components of 
the fuel are available in large quan- 
tities and are not required for mili- 
tary uses. 

Butane gas is a vital component 
in the production of high octane 
aviation gasoline and synthetic rub- 
ber. The new fuel may be used 
in current butane gas systems and 
usually no new equipment is re- 
quired for the conversion. Costs 
will compare favorably with the 
prevailing cost of butane-propane 
mixes, Mr. White said. 

The new fuel, it is pointed out, 
will supply a vital need of present 
butane gas users, particularly farm 
and ranch owners, for if these fam- 
ilies—already faced with a serious 
labor shortage—were compelled to 
revert to old-fashioned time and 


vice-president | 


_labor-consuming methods for pr. - 
|ducing fuel, plans to increase ag) \- 
cultural production would be ser)- 
|ously affected. 
estimates show that hy 

arch, 1943, 2,500,000 gallons of 
butane daily will be necessary n 
the production of high octane avi.- 
tion gasoline, and that an éstimated 
1,500,000 gallons per day will le 
required for the production of sy)- 
thetic rubber. 

Aniol & Auld, Advertising, directs 
the Southern Equipment Company 
account. 


Book by Brisco and 


Severa Examines Credit 

“Retail Credit,” by Norris A. 
Brisco, dean of New York Univers- 
ity’s schoo] of retailing, and Rudolph 
M. Severa, manager of cash-time 
sales for R. H. Macy & Co., de- 
scribes and explains the latest 
practices of credit manipulation in 
regard to retail sales. 

Credit procedures, applications, 
interviews, limitations and collec- 
tion practices are described and ad- 
vised. A special index in the book 
lists and analyzes recent govern- 
mental limitations on credit. The 
book is one of the retailing series 
published by Prentice - Hall, New 
York, and sells for $5.35 to busi- 
ness, $4 to schools. 


FREE ythvcer le 
firstOrder {| 
Jar and Brush FREE with your first order pa 


S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $3.50 

per gal. postpaid. For Friskets use $ S$ Spe- 
| cial Frisket Cement, $4 00 per gal 


| > RUBBER CEMENT CO. 


3438 Wo. Halsted St., CHICAGO, ILL. \ 
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How Would You Edit 


JA Business Newspaper? 


One of our good friends raised an 
interesting point affecting policy the 
other day. He wanted to know why we 
report activities such as those of 
Consumers Union, Consumers’ Re- 
search and similar organizations 
known not to be friendly to adver- 
tising, and why we give prominence to 
reports such as that in which Arthur 
Price, of Sears, Roebuck & Co., took 
vigorous issue with the current adver- 


tising of some leading companies. 


Our answer was simple. We con- 
ceive our job to be that of informing 
the advertising and marketing field — 
not only by reporting what is going on 
within the field, but what is going on 
anywhere which may affect the suc- 
cessful use of advertising and the 
maintenance of the advertising fran- 
chise. Thus if a consumer group di- 
rects criticism at advertising, or a gov- 
ernment source shows less than full 
appreciation of its value, we believe it 
is our task to present this information 
promptly and accurately to the whole 
field. 

Because advertising and merchan- 


dising executives are adults in an eco- 


nomic sense, it is not usually necessary 
to tell them exactly why this informa- 
tion is given nor how it should be made 
use of. But most ADVERTISING AGE 
readers understand that we do not at- 
tempt to color the news nor to edi- 
torialize upon it — assuming rather 
that those occupying key positions 
will recognize its significance as a 
sign-post indicating possible trends 
affecting their business futures. 

Straight thinking feeds on criti- 
cism. These are not times when any 
business executive wants to hide his 
head in the sand, nor to demand a 
sugar-coated report of facts whose 
hard realities he must understand in 
order to adapt and to survive. Thus 
straight, unvarnished news reports, 
some of them conveying unpalatable 
information, appear in ADVERTIS- 
ING AGE along with good tidings, as 
part of a complete picture of what is 
happening which will affect the busi- 
ness of advertising from without as 
well as from within. 

That’s our job as we see it. If you 
were sitting in our spot, would you 


follow a different policy? 
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F ranchises in Feed 
Industry Extended 
to Auto Dealers 


‘McGee’ Leads 
Field in March 
Hooper Ratings 


New York, March 18.— Fibber Detroit, March 19.—Inquiries 
McGee and Molly topped March! continued to pile up this week in 
Hooper ratings with a 38.1 score,| response to the bid of another 


slightly better than the program’s| industry for the facilities and serv- 
February mark, although  radio| ices of the nation’s auto dealers. A 
listening declined during the| member of the feed industry, Lar- 
period. Bob Hope moved up from | rowe Milling Company, division of 
fourth to second with a rating of| General Mills, Inc., suggests that 
35.2, and Charlie McCarthy slipped) dealers enter this field “to help 
into a tie with the Aldrich Family! close the wartime gap left by the 
for third, with a 31 score. ‘freezing of new cars.” 

Jack Benny, who last led the; In a 560-line advertisement in 
field in April, 1941, fell to seventh) Automotive News, the company 
place with a 26.6 rating. /invites dealers to investigate the 

The ratings, supplied by C. E.| opportunities provided by the feed 
Hooper, Inc., show the following) business and extends its franchise. 
programs and ratings in the first) “You Can’t Sell New Cars But You 
15 national network shows: Fibber} Can Sell Larro Feeds,” is the head- 
McGee and Molly, 38.1; Bob Hope,} line. 
35.2; Charlie McCarthy, 31; Aldrich} No attempt is made to wean the | 
Family, 31; Walter Winchell, 29.7;| auto dealer permanently away from | 
Radio Theater, 27.7; Coffee Time,| his first love. In fact, Larrowe 
26.8; Jack Benny, 26.6; Mr. District} solicited the cooperation of some of | 
Attorney, 21.6; Music Hall, 19.7;/the larger motor manufacturers 
Time to Smile, 19.6; Kay Kyser, 19;| before taking the step. And in the | 
Bandwagon, 19; Rudy Vallee, 18.7; | copy, the company points out that | 
and One Man’s Family, 17.6. the Larro research farm is located | 
“in the very shadow of the great 


j 'plants that some day will once 
Boeing Selects Ayer | more be making new cars for you 


N. W. Ayer & Son, Inc., Phila- | 4, sell.” 


delphia, has been named to direct} ; . nn 
the advertising of Boeing Aircraft |. L. Ss. Thompson, Larrowe adver 
Company, Seattle, and its subsidi- | tising manager, said that auto deal- 
aries. Boeing developed the Strat-| ers in rural districts have evinced 
oliners and Clippers, and is cur-| great interest in the feed business, 


rently producing Flying Fortresses| and that he expects other feed 
and training planes for the services.| manufacturers will use similar 
appeals. Larrowe_ probably — will 


repeat its offer in follow-up copy. 


Hazard Adds Oughton 


Fred W. Oughton, formerly with 
the production department of J. 
Stirling Getchell, New York, has 
joined Hazard Advertising Corpora- 
tion, New York, as production man- 
ager. 


Adds Frank Keller 


Frank M. Keller, formerly with 
Kelly, Nason, New York agency, 
has been appointed § advertising | 
manager of Harvard Brewing Com- | 
' pany, Lowell, Mass. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 


Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


La Salle-Wacker Bldg. Chicago, II, 


BUSINESS PAPERS e FARM PAPERS 
GENERAL MAGAZINES ; 


Not the Least of These... . 
COMPANY DEFENSE 


= kik 


turn with an ever increasing 
engulfing our 
national economy. Big business and little business stand shoulder- 


The wheels of American industry 
tempo. The rising tide of war production is 
to-shoulder, determined to encompass the greatest task of all 
time ... the final victory of human liberty. 
Small wonder your brow is furrowed by the problems of the day. 

For along with responsibilities huge in their import, are lesser 

ones equally significant, equally as important to you. 

Not the least of these is Company Defense. How to perpetuate 
your good will and trade mark . . . more enduring assets than 


factories and machines, when properly safeguarded, 


This is a task you can confidently entrust to good printing. Let 
calendars, folders, broadsides, house magazines and helpful books 
People 


carry your message to all interested in your product. 


are wont to forget. Tell Them why they should share your 


sacrifices for the duration. 


The printed word is a potent influence when skilfully employed. 
We have many ideas on how to shape your appeal, in helping 
you bridge the “duration gap” to make your memories, 
“after priorities and allocations,” pleasant reminders of oppor 


tunities seized and markets gained. 


Talent to Originate *® Skill to Produce 


AMERICAN COLORTYPE COMPANY 


Printers, Lithographers and Publishers 


CHICAGO e NEW YORK e CLIFTON, N. J. ¢ COSHOCTON, OHIO 


ADVERTISING AGE 


Phoenix residents are slowly becoming accustomed to seeing the 
hardworking salesmen of KOY riding merrily about on bikes, follow- 
ing a decree by Manager Jack Reilly. . . Martha Snyder, secretary 
of Pollyea Advertising, Terre Haute, Ind., said “I do” with Donald 
A. Davis on March 13. He’s with the United States Prison Service, 
and chances are that Mrs. Davis is already inured to time-honored 
cracks about “the ball and chain”. . . 


Samuel H. Cook, president of WFBL, Syracuse, has been appointed 
to the advisory board of the Rochester Ordnance District. . . Charles 
Garland, assistant commercial manager of WBBM, Chicago, and 
mayor of Des Plaines, Chicago suburb, has been appointed division 
chief of the Northwest Chicago area for OCD... 

Jim Murray, director of promotion for WCAE, Pittsburgh, has been 
hospitalized for treatment of a stomach disorder. . . Walter Brinkman, 
real estate editor of the Cincinnati Times-Star, has been elected 
president of the 
Cincinnati Press 


Club. . . Em- CELEBRATE AGENCY'S 25TH 
mons C. Carl- 
son, sales pro- 
motion man- 
ager of NBC's 
central divi- 
sion, is conva- 
lescing in Lo- 
retto Hospital 


in Chicago. . . 

Elmer 5S. 
Horton, partner 
of Horton- 
Noyes Co, 
Providence 
agency, has 
been appointed 
chairman of the 
educational 
publicity com- 
mittee of the 
Providence 
Community 
Fund. . . Milton Lewis, ad. mgr. of Wichmann Furniture Co., Apple- 
ton, Wis., went down the aisle March 7 with Arlene Swamer. 
Hunter Lynde, exec. v.-p. of Associated Advertising Agency, Jackson- 
ville, Fla., has been named vice-chairman of a state-wide drive for 
the Navy Relief Society. . . 

Frank Gannett, head of Gannett Newspapers, has been named 
chairman of the New York State Navy Relief Society’s citizens’ 
committee. Working as vice-chairman will be Jerome D. Barnum, 
former publisher of the Syracuse Post-Standard... 

Dick Tincher, of the Chicago sales staff of the New York Daily 
News, is convalescing in Presbyterian Hospital after a major opera- 
tion. . . Bowling teams of KMOX, St. Louis, have started a series of 
bowling meets with teams in Missouri and Illinois for the benefit of 
American Red Cross chapters. . . Eleven members of the Women’s 
Advertising Club of St. Louis are teaching classes in Red Cross first 
aid, among them Mary Jo Carr, Virginia Craft and Hazel Ludwig 
of D’Arcy Advertising Co., and Melville Gordon, F. C. Rauchen- 
stein Co... 

Lieut. Stanley Rogers Resor, son of J-W-T's Stanley B. Resor, 
is counting the weeks before he’ll be able to call Jane Pillsbury “the 
missus.”’ Lieut. Resor is now stationed at Fort Bragg, N.C... 

The exigencies of war have closed the Panama Canal and other 
Caribbean military bases to casual sight-seers, so Dick Marvin, radio 
director of William Esty & Co., does his touring of the area with 
Camel's “Grand Ole Opry” radio troupe... . 

A. Schiller, president of Outdoor Displays, reports to his office force 
huddled in the fogs of Passaic, N. J., that his golf game is thriving 

. under Miami's sun. Eddie 
Richer, v.-p. of Hart, Schaffner 
& Marx, has been appointed 
chairman of the men’s apparel 
division for Chicago and Cook 
County of the Illinois Defense 
Savings Staff. . . 

Jim Clarkson, in charge of 
merchandising and sales promo- 


Advertisers and agency execs attended the two-day session 
in Portland celebrating the 25th anniversary of Botsford, 
Constantine & Gardner. In this group are (left to right) 
David M. Botsford, agency pres.; Mitchell Heinemann, v.p., 
Jantzen Knitting Mills, and J. A. Kehntbauer, pres. of the 


same company; Carl Harberlach, exec. secy., Tillamook 
County Creamery Association; and C. P. Constantine, v.p. 
of the Portland agency. 


PARTY TALK 


tion on the Ballantine account 
at J-W-T, is celebrating the ar- 
rival of his first heir, a new 


baby boy. . . 

C. M. Mutch, a.e. with Vick- 
ers & Benson, Ltd., Toronto 
agency, has been awarded a gold 
medal by the Navy League of 
Canada in recognition of his 
service on behalf of the league. 

Howard Medholdt, Aitkin- 
Kynett account exec., is chair- 
few tips on party-throwing from Elsa man of a Philly committee to 
Maxwell, just before she goes on the air salvage strategic war materials. 
for Ry-Krisp. The program, “Elsa Max- An interesting part of his job 
well’s Party Line,” is produced by entailed breaking up “gyp” 
Gardner Advertising Co., St. Louis, and scales seized by the city’s bureau 

broadcast over the Blue Network. of weights and measures. . . 

Mark Finley, Don Lee net 
publicity chief now on duty with the Army, and his wife are authors 
of “Twenty-Four Hours to Asia,” true story of Canadian West Coast 
aviation developments which appeared in the March 14 SEP. . . 

Luke Collins, advertising manager of the Friedman-Shelby Shoe 
Company, is in the fortunate position of being able to spend his 
weekends far from the madding crowd. His unusual place on Lost 
Mountain Range in the Ozarks is only a few hours’ drive from his 
office in St. Louis 

Bob Kahn, pres. of Robert Kahn & Associates, Chicago agency, has 
just returned from a month’s Florida honeymoon. The bride is the 
former Bernice Stone, retail account executive with the Kahn agency 

It's Don Francisco to the advertising fraternity, but Donald William 
Francisco south of the border. When the radio director of the Office 
of Inter-American Affairs first toured Latin America, he found his 
given name little help in improving hemisphere relations. Business- 
men he phoned always replied, “Yes, Don Francisco who?” So the 
OIAA simply printed up a new set of cards and stationery with 
Francisco’s name in full... 


Gordon M. Philpott, a.m. and promotion 
director, Ralston Purina Co., picks up a 


‘Uncle Sam Wants 


‘Sound Projectors 
for Army Training 


Washington, D. C., March 14 — 
| Wanted: Owners of 1939, 1940 ong 
1941 model sound projectors fo, 
screening 16-millimeter motion ) c- 
| ture films; to offer them for sale to 
| the government. 
| The War Production Board «4- 
|dressed this appeal to project; 
/owners this week, hoping partic\- 
|larly to attract such war-hit manu- 
'facturers as automobile compan 
who may have acquired film equ')- 
|ment in recent years for sales pr.- 
motion purposes, but who have 
| use for it now. 

The government is using films «s 
/a speedy method of educating mer - 
| bers of the armed forces and \ 
| workers. Because aluminum = s 
| scarce, and projectors require te 
|use of aluminum castings, produ - 
| tion of new projectors is being cu - 
| tailed. About 35,000 of them wee 
|manufactured in the past three 
years, and the government hopes ‘o 
| recover a substantial share of the: 
| WPB itself will not buy the mo- 
|chines but will serve as a cleari: 
‘house of information. Owners 
such machines who are willing to 
sell them to the government are 
asked to state the number and 
models owned, how many are being 
| used for defense training, how many 
are offered for sale, and at what 
price. Letters should be addressed 
to M. D. Moore, Electrical Appliance 
and Consumers’ Durable Goods 
Branch, War Production Board 
Washington, D. C. Offers receive 
| will be transmitted to the Army, 
|Navy and other interested depart- 
ments which can purchase the sec- 
ond-hand equipment as needed. 


Tyler Goes to Mutual 
James Tyler has resigned from 
the sales promotion staff of the 
Bureau of Advertising, ANPA, to 
become assistant director of adver- 
tising and sales promotion of the 
| Mutual Broadcasting System. Prior 
| to his two years with the Bureau 
he was trade news editor of the 
| Columbia Broadcasting System. 


\Republic Adds Starr 


| Thurman R. Starr has 


rs 


been 


appointed general sales manager of 


the Republic Bank Note Company, 
Pittsburgh. Mr. Starr succeeds 
Louis J. Reilly, secretary and treas- 
urer, who has been acting sales 
manager for the past 10 months. 


“Staats” Names Hinrichs 


Otto J. Hinrichs, formerly mer- 
chandise director of Staats Zeitung 
und Herold, has been appointed na- 
tional advertising manager. He 
succeeds Thomas B. Lang, who has 
joined the advertising staff of the 
New York Journal of Commerce 


Witn all-out production ow 
required for vital war equipment, 
an adequate supply of reliable pow: 


er is absolutely imperative. 
the usefulness of POWER PLANT 
ENGINEERING mounts in propor 
tion . . . If you make equipment 
or supplies which go into the 
generation or application of «lec 
trical, steam, internal combustio® 
or hydro power, POWER PLANT 
ENGINEERING is a “must ™ 
your advertising and sales prog’?™ 
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THEY'RE "“KOOLERIZED" 


? \ Here's Why You'll be 22% COOLER’ This Summer! 


*3) poss qos a St gE 
wv) ==> @ == - VRE: 
Ino a= e.! ~ 


the Conve HOOMETED 


Amore: Large Setng emme ens feees @ Bette miepeaden Unate: treywhers 


The 'Koolerized’’ theme, backed by ex- 
tensive consumer research, will be promi- 
nent in 1942 advertising of Palm Beach 
suits. In this copy, illustrations at the 
top point up the reasons why these 
Goodall fabrics are ''22 percent cooler." 


Advertisers Can 
Aid Conservation, 


Boyd Tells Club 


Washington, D. C., March 18. 
Cooperation by advertisers to aid 
conservation of scarce materials 


needed for newspaper production 
was urged today before the Wash- 
ington Advertising Club by Crosby 
N. Boyd, assistant advertising man- 
ager of the Washington Star. 

Mr. Boyd emphasized the zinc 
shortage, and called attention to the 
plan now in effect by which used 
zinc is returned and kept within 
the industry. Since the metal is 
necessary to make newspaper cuts, 
he asked that advertisers refrain 
from employing photo-engraving 
as a substitute for type, thus con- 
suming zinc in illustrations only. 


Donald M. Bernard, advertising 
director of the Washington Post, 
said “intelligent advertising might 


dissolve the hoarding and _ panic 
buying.” 

Becomes Monthly 

The Professional Photographer, 
Cleveland, O., formerly a_semi- 
monthly, has changed to monthly 
publication. 


EYE’ CATCHERS 


ADVERTISI 


Sx] and 6x10 
FREE PROOFS 


No obligations. Write now! 


NE*CATCHERS, Inc. 326 348%; 


NEW YORK 


Factory Copy in 
Newspapers Keys 
Palm Beach Drive 


(Continued from Page 1) 


week and will gradually work its 
way northward, along with the 
advent of warmer weather, until 
eventually it appears in the news- 
papers of 68 major markets. Dealer 
co-op advertising is out, but deal- 
ers are being supplied with a siz- 
able variety of newspaper mats, 
direct mail and display material. 

Factory-placed copy will have 
begun to appear in all markets 
| throughout the country by the last 
| week in May or the first week of 
| June. Depending on the size and 
potential volume of each market, 
'the copy will run from three to 
eight weeks, from once to five times 
a week. The advertisements will 
range in size from 50 to 1,000 lines, 
| with the majority running between 
200 and 640 lines. 

Apparel Arts, Daily News Rec- 
ord, Men’s Apparel Reporter and 
Men's Wear are carrying the story 
to the trade. 

Because consumer research indi- 
cated that coolness is the most 
important factor in the sale of sum- 
mer suits, the entire 1942 advertis- 
ing effort will be geared to this 
theme, including the identification 
of the suits as ““Koolerized.” Faintly 
reminiscent of current cigaret copy 
is the major punch line of all ad- 
vertising: “Palm Beach is 22 per 
cent cooler!” This statement is 
backed up by exhaustive research 
conducted by Industrial By-Prod- 
ucts & Research Corporation, Phila- 
delphia, which tested 23 of the most 
popular summer suit fabrics to 
determine the amount of moisture 
evaporation permitted by each fab- 
ric. On the average, the labora- 
tory found, Palm Beach was 22 per 
cent cooler than the other suitings 
tested. 


Four Reasons Cited 


The Koolerized and “22 per cent 
cooler’”’ themes are wrapped up in 
a four-point reason-why presenta- 
tion prominent in all copy, and 
used in a variety of ways. These 
four buying points are presented in 
the advertising as: 

“1. Cool fibres the fibres of 
genuine Palm Beach cloth are 
blended for coolness, resiliency and 
comfortable softness. 


“2. Porous—genuine Palm Beach 
cloth is woven to let the breeze 
come in through 1,600 open win- 
dows per square inch. 

“3. No excess linings—genuine 
Palm Beach suits are constructed 


for cool summer comfort. 


“4. Washable—for complete re- 
moval of summer stains and _ per- 
spiration, yet retains shape and 


smartness.” 

The new line, which incidentally 
has been condensed somewhat from 
previous years in order to permit 
dealers to carry greater varieties of 
sizes, will sell for $19.50, instead of 
the $17.75 which was the price tag 
last year Three shades of jutes 
and tans which proved far 
and away the most popular shades 


have 


will be prominently featured, as 
will white, which continues to be 
a big seller. For the first time, 


Palm Beach will equip its line with 
slide fasteners, and advertising in- 
cludes the sentence, “All trousers 
equipped with Conmar—the major 
slide fastener.” 

In addition to 
line, Goodall will 
cal worsted suits 
summer business—Tropic Weight, 
Tropic Weight Deluxe, Sunfrost 
and Springweave—but promotion 
will be concentrated behind the 
Palm Beach line. All of the other 
lines sell at higher prices, ranging 
from $24.75 to $35. 


its Palm Beach 
have four tropi- 
competing for 


Aids Nutrition Drive 
American Stove Company, 
Cleveland, has published a 32-page 


booklet called “Cooking for 
Health,” in cooperation with the 
national nutrition program. Batten, 
3arton, Durstine & Osborn pre- 


pared the booklet. 


Richardson Promoted 
by “Dallas Journal” 
Beale Howard Richardson, 
the past four years national adver-| 
tising manager of the Dallas Jour-| 


nal, has been named advertising | 
manager. 
Mr. Richardson started his ad-| 
vertising career with a cub re-| 
porter’s job on the New Orleans} 
Item-Tribune in 1924, and first | 
came to the Scripps-Howard or-| 
ganization in 1932, when he joined) 
the retail advertising staff of the 
Houston Press. 
ee | 

WIP Celebrates 20th 
Station WIP, Philadelphia, used | 


1,000-line space in all Philadelpnia | 
newspapers to celebrate its 20th 
birthday on March 16. 


Brunswick Rushes 
or Into Print with 


ABC Color Photos 


(Picture on Page 35) 
Chicago, March 19.—When §th< 
April 4 issue of Collier’s hits the 
stands next Friday, March 27, it 
will carry what is said to be the 


quickest job of four-color mass 
magazine advertising ever printed 


an advertisement for Brunswick- 
Balke-Collender Company _includ- 
ing full-color reproductions of 
Kodachrome shots showing the 
opening of the current ABC tourna- 
ment, which started March 3. 

Details of the plan were worked 


out by Bob Stewart, Brunswick 
advertising manager, and Jack Wil- 
lem, account executive at Stack- 
Goble Advertising Agency, in coop- 
eration with Collier’s. Finished 
copy and artwork were prepared as 
completely as possible in advance, 
and Carl Oeser, Valentino Sarra’s 
ace color man, went to Columbus, 
O., March 3 to get the pictures. The 
films were rushed by plane to East- 
man at Rochester, and after proc- 
essing were flown to the Crowell 
printing plant in Springfield, O., 
final copy and layout reaching 
there March 6. 

Since the ABC tournament does 
not close until May 13, the adver- 
tisement will be of unusually timely 
interest when it appears. 


Shopping”. New York's most entertaining early-morning radio program. 

Good radio entertainment and effective selling go hand in hand. That's whry 
this feature WABC program has been sponsored continuously on alternate days Ihy 
two advertisers for the past eight months. Now one of these companies must forego 


its radio advertising in the New York market. The program is available for three- 


“man with 


| 


Ai 


He asks women the gol-darndest questions, Like “What 


percent of every retail grocery dollar is spent by 


mind? They love 


times-a-week sponsorship. 


You couldn't ask for brighter radio. And at early-morning rates. it's an oul. 
standing buy. But vou needn't take our word for it. You can double-check it with 


the program's previous sponsor, We ll gladly put vou in touch with him. Call W ABC. 


or any Radio Sales office. for the full story. 


Owned and operated by the Columbia Broadeasting System. Represented Fas —" 
a 


by Radio Sales: Chicago, St. Louis, Charlotte, San Francisco, Los Angeles 


*In less time than it takes to reach for a marketing boék, 


we'll tell you. Reliable estimates place the figure at 95-97%. 


That John Reed King fellow, of WABC! 


women ?”* Or"Can you eat celery within 2 inches of that 
microphone without making a sound?” But do they 
it! Because housewives at the micro- 
phone know its all part of the good-humored banter 


which goes on every morning at “The Missus Goes-A- 


fn of 


heard 
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ADVERTISING AGE 


March 23, 1942 


T slevision Heads 
and FCC to Talk 
Over Policies 


Washington, D. C., March 18. 
Television, which has been shoved 
into the background by war condi- 
tions, will return to the limelight 
briefly April 9 when the Federal 
Communications Commission con- 
fers with industry representatives 
to determine television broadcast- 
ing policies for the duration of the 
emergency. 

The meeting will be informal and 
attendance will be confined to 
holders of television licenses or 
construction permits and represen- 
tatives of the Radio Manufacturers 
Association. Because of space limi- 
tations, not more than two men 
from each station or organization 
will be admitted. The conference 
will start at 2:30 p. m., 
6121 of FCC’s offices. 

FCC Grants Permit 

That television 
cated today when FCC granted 
General Electric Company a con- 
struction permit on an_ experi- 
mental basis for a new television 
relay broadcast station, replacing 
an experimental relay station now 
operated by G-E. 


HERE IS 


HOW ADVERTISERS 
GET A DOUBLE AND 
TRIPLE AD-vantage «**—* 


Victory's chief weapon now is Aviation—our 


new NO. | INDUSTRY—admittedly the swift- 
est and most deadly fighting force in this 
warring world! No longer is Aviation con- 
sidered to be in its ‘‘horse and buggy" era. 
This new colossus, now spanning the world 
both commercially and as a war weapon, 
looks to the enormously expanded aviation 
industry and to many business firms, formerly 
not connected with aviation, for all sorts of 
parts and supplies. The $Billions now being 
spent will soon infiltrate our whole industrial 
fabric. 


Does vour firm (or client) make any. 
thing for, or in any way adaptable to, the 
construction or operation of aircraft? 


Do vou want to get your proper share 
of the business to be had in this greatest 
of industries? 


There are opportunities without end! The 
most effective and most inexpensive way to 
reach buyers in the aviation industry is the 
authoritative annual, AEROSPHERE—I ur/i's 
Aeronautical Encyclopedia, of which the 
N. Y. TIMES has said, ‘Most comprehensive 
and accurate book on aeronautics ever pub- 
lished.” U. S. AIR SERVICES said, ‘Should 
be on every library shelf and at every engi- 
neering firm for consultation by engineers 
and by sales forces."’ 


The 1000-page AEROSPHERE@/942 will cover 
these spheres on a worldwide scale: |) com- 
plete photos, drawings and technical descrip- 
tions of all Aircraft; 2) similar information on 
Aircraft Engines; 3) a history and complete 
resume of drawings, photos and data on all 
phases of plane Armament; 4) aeronautical 
Statistics; 5) industrial Buyers’ Guide, a 3 
way listing of the world's aviation firms, their 
personnel and products (first firm name, ad- 
dress, principal personnel, products; second— 
productsand all their manufacturers: third— 
geographical break-down of U. S. firms). Be- 
ing listed in this section in BOLD FACE type 
advertisers get a DOUBLE AD-vantage A 
TRIPLE AD-vantage is gained because AERO- 
SPHERE is used throughout the wear and will 
continue to be used in the post-war boom! 
We may properly look forwsrd to that, for 
as Lieut. Gen. Arnold says in his Foreword 
to AEROSPHERE@!94/ 


“We may confidently expect that at 
the end of the present warlike period 
there will be a renewed impetus in 
the field of civil aviation which will 
dwarf all previous efforts.” 


Almost 100% of AEROSPHERE@/94! advertisers 
have now renewed their contracts for 1942— 
many of them increasing their space! 
Some have reserved from two to five pages 
Many new firms formerly not identified with 
this field have made reservations! Agency 
commissionable this year. Closing April !Sth. 


lll ee ee | 


AIRCRAFT PUBLICATIONS | 
. 366 Lexington Avenue, New York 1 
j Gientlemen: Please KRUSH the follow- | 

ing: 
| ) Rates and information on adver- I 
l tising space. | 
| 
j | Buyers’ Guide Questionnaire for | 
FREE listing 

! Copy of AEROSPHEREe1941 at | 
l $10 plus shipping. | 
1 POD ececccecccsectvessvivssceséeces | 
l Firm .. 


Position 


I 
| 
DD Scadeedscepesecdusnescas 


in Room | 


_. land New 
is not remaining | 


entirely static at present was indi-| 


Advertising in the Test Stage 


Harper to Test 
Drawing Power of 
‘Forgotten’ Books 


Newspaper Ads Will 
Push Sale of Two 


Lea Volumes 


By HAL BURNETT 


New York, March 19.—Two for- 
gotten books which _ respectively 


sold only 18,000 and 7,000 copies in | 


receive 
“best 


English in 30 years will 
advertising promotion of 
seller’ proportions if 
tests in Los Angeles, San Francisco, 
York next week confirm 
widespread public interest. 

They are “The Valor of Ignor- 
ance” and “The Day of the Saxon,” 
written by the incredible American 
youth, Homer Lea, who became a} 
lieutenant general in the republican | 
army of China’s liberator, Sun Yat | 
Sen, yet who died, like General | 
William Mitchell, a prophet with- 
out honor in his own country. 

First 200-line test advertisements 
for “The Valor of Ignorance,” 
which predicted in 1909 the three- 
week surrender of Manila, will 
appear March 22 in the book sec-| 
tions of the Los Angeles Times and 
San Francisco Chronicle, published 
in the cities that would serve as 
“bridgeheads” for Lea’s “eventual” 
Japanese invasion of California. 

The New York Times 


several times in the following week 
600-line test advertisements using 


as copy Clare Boothe’s introduction | 


to her “Who Is Homer Lea” arti- 
cles in the March 7 and 14 issues 
of The Saturday Evening Post. 


Seek Public Response 


Nationwide exploitation of the 


reprints by Harper & Brothers, the | 


original publishers, as is customary 
in book advertising, will hinge 
upon sales reactions to the publi- 
cation in the three test cities. 

“The Valor of Ignorance,” 
ten to warn the 
impending disaster in an 
table” conflict with Japan, created 
only a mild furor, mostly among 
pacifists who condemned it, when 
Harper & Brothers first published it 


writ- 


in 1909. Only 18,000 copies were 
printed in English, and the book 
went out of print in 1922. In 


Japan, however, the book became a 


best seller, the Japanese transla- 
tion going through 24 editions in 
one month. Quotations tell the | 
story. 

“The conquest of these islands 
(the Philippines) by Japan will be 
less of a military undertaking than 
was the seizure of Cuba by the 
United States. ‘ 

“This Republic and Japan are 
approaching, careless on the one 


hand, predetermined on the other, 
that point of contact, which is 
war... 

“We exaggerate, not Japan's ca- 
pacity to make war, but our 
pacity to defend ourselves. . . 

what will actually take 
place in the republic after war is 
declared is well known .. . confu- 
sion, ignorance, peculation, and a 
complete lack of every form of 
military preparation, armaments, 
supplies or the means of securing 
them. ; 


Ca- 


Plan April Printing 


“The Day of the Saxon,” pub- 
lished in 1912, following a trip to 
England at the invitation of Field 
Marshal Lord Roberts, and to Ger- 
many at the invitation of Kaiser 
Wilhelm, forecast in equal detail 
the conflict between Germany and 
Britain. It disappeared from print 
in 1933, the year that Adolph Hit- 
ler, who cribbed several paragraphs 
from it for “Mein Kampf,” ascended 
to power. It will be re-published 
April 1. 

Harper & Brothers’ decision to 
reprint the two prophecies was not 


newspaper | 


and New | 
|York Herald Tribune will publish 


United States of | 
“inevi- | 


BEST-SELLER? 


Where will Japan strike 
in a West Coast invasion? 


Read the amazing book that 
accurately predicted and mapped 
the Jap campaign in the Philippines 


—that shows where the Japs can 


attack our Pacific shores. 


_ | Introduction by Crare Boorne 


REPARED by a military genius, this prophetic book 

is today the most accurate appraisal of Japan's 
military plans available. First published in 1909, it 
charts the course Japanese militarism has taken and 
will take. Libraries are having a run on it, military 
men are studying it, commentators are quoting it, 
newspapers and magazines are running articles about 
it. You need to know what it has to say. Repub- 
lished by popular demand. it is now available at your 
bookstore. Get it at once 


This test advertisement for a book first 
printed in 1909 and now "republished 
by popular demand" appears this week 
in book sections of the Los Angeles 
Times and San Francisco Chronicle. 
Made timely by the Jap attack, it is one 
of two Harper volumes almost neglected 
30 years ago, for which new campaigns 
have been planned. 


sudden. Demand for both arose in 
1938, the year of Munich, demand 
that was centered largely in Ger- 
many, in Britain, in the Japan- 
ese-populated Pacific Coast areas, 
in the Philippines, and among 
military men and commentators. 
Not until Pearl Harbor and the fall 
of Manila, however, did they re- 
ceive public notice in the comments 
'of “military experts,” finally in the 
columns of The Saturday Evening 
Post, which printed in full the 
introduction to the new edition by 
Clare Boothe, Mrs. Henry R. Luce 
One prediction was not made by 
Lea—‘General MacArthur.” 


STARTS 3-CITY DRIVE 
New York, March 18. -— Testing 
both copy and product acceptance, 


Continental Baking Company 
launched a_ three-city drive this 
week for its new Wonder bread 


made from flour naturally enriched 
by a “flotation” process of milling. 
Insertions will appear in a total of 
seven newspapers in Buffalo, Ro- 


| 4 
4 


Tastes Better Because It Has More of The Flavor 
Mother Nature Put Into Sun-Ripened Wheat 


chester and Utica on a once-weekly 
basis. 


Copy 
markets, 


varies in each of the three 
with general emphasis 
placed upon extra vitamin and 
mineral content, extra freshness, 
more flavor, and enrichment above 
minimum government _ standards. 
The new product may later replace 
the present enriched Wonder bread 
now being promoted in newspapers 
Ted Bates is the agency. 


Promotes T. A. Lynch 


T. A. Lynch, sales manager for 
the aeronautical industry for Rey- 
nolds Metals Company, Richmond, 
Va., has been named a vice-presi- 
dent. 


Oldsmobile Uses 
One-Time Copy in 
56 Newspapers 


Detroit, March 18.—Using air- 
mail and special delivery to meet 
| deadlines for the Sunday, March 15 
issues, Oldsmobile Division of Gen- 
eral Motors last week ran its first 
strictly institutional copy since the 
wartime ban was clamped on auto 
production. Advertisements ap- 


| 


peared in 56 newspapers in 52 ma- | 
jor cities throughout the country. | 


A one-time 
ured 96 inches in 25 of the dailies, 
and 75 inches in the remainder. 
Headlined, “From Oldsmobile 
Comes a New Battle Cry of Freedom 
Keep ’em Firing,” copy went on to 
promise even greater output of ar- 
tillery and cannon shell. In the sig- 


nature the company is described as | 


a “Volume Producer of Fire-Power 
for the U.S.A.” 

_ Although a series has been pre- 
pared, and may yet be approved, 
| present plans do not call for addi- 
tional advertisements of an _ insti- 
tutional nature. The current Olds 
dealer service campaign, on a co- 
operative basis, is scheduled to 
continue through March. 


Third Volume of 
Coca-Cola Flower 
Book Is Issued 


New York, March 
and Flowers,” third volume of the 
Coca-Cola Company's flower- 
arranging series that has been dis- 
tributed to more than two million 
families, made its debut this week 
at the opening of the International 
Flower show at Grand Central 
Palace. 

Like its predecessors, ‘Homes 
and Flowers” will be offered to the 
public at ten cents a copy through 
four-color advertisements in na- 
tional magazines, and will serve as 
the keystone for merchandising 
and public relations activities by 
Coca - Cola bottlers throughout the 
country. 

Volume one, “Flower Arranging 
—a Fascinating Hobby,” published 
in 1940, received a circulation of 
more than one and one-half mil- 
lion copies, while volume two, 
under the same title, has already 
topped a million with requests 


18.—‘*Homes 


| associate of 


shot, the ads meas- | 


coming in constantly in large vol- | 


ume. All three volumes of the 80- 
page, four-color series were written 
by Laura Lee Burroughs, with dis- 
play and mention of Coca-Cola lim- 
ited to a few pages. 

Coca-Cola bottlers will distribute 
the booklets following 
women’s club programs featuring a 
slide film with a recorded talk by 
_Mrs. Burroughs as in the past. 
| “Homes and Flowers” 
played and sold by the Coca-Cola 
| Company at the New York, Chi- 
| cago, and Dallas flower shows, and 


will be presented by local bottlers 
}at smaller 
country. 


shows throughout the 


30-minute | 


will be dis- | 


— 


TRADITION-BREAKER 


or Only the Second 
Time in I50 Years... 


A Memage 0 Americana from ihe Wortd's Cremteat Free \eranpimes 


nadie: Il 
Now Yat tee Be — ee oe ete oe 


Breaking a tradition of 150 years’ stand- 
ing, the New York Stock Exchange 
recommends the buying of a security to 
the public in Eastern and Chicago 
newspapers. The security: U. S. defense 
bonds. In this copy, signed by Presi- 
dent Emil S. Schram, the exchange re- 
calls that it broke with tradition in 
World War |, recommended Liberty 
bonds. 


Tedman Named Manager 
of J. J. Gibbons, Ltd. 


Harry M. Ted- 
man, a life-long 
the 
late John J. Gib- 


bons, fourder of 
J. J. Gibbons, 
Ltd., Toronto 


agency, has been 
named general 
manager of the 
company. Mrs. 
John J. Gibbons 
has been named 
president of the 
agency, and new 
directors named H. M. Tedmen 
are Ralph A. 

Barford and R. B. Pattinson. Mr. 
Tedman was formerly a vice-presi- 
dent. 


ww. . 


Painter to Knox Reeves 

H. K. (King) Painter, formerly 
vice-president of McCord Company, 
Inc., Minneapolis, has joined Knox 
Reeves Advertising, Minneapolis, 
with the special assignment of 
handling the new General Mills 
daytime radio program, “The Guid- 
ing Light.” 


ull\Solor 
REPRODUCTION 


500 (22 x 34) as LOW as 30c ea. 
Have your full color publica- 
tion ads enlarged in all their 
magazine splendor to the sales 


counter for extra pulling power. 
Call RCS today for samples. 


RAPID COPY SERVICE CO 


CHICAGO — 125 N. WACKER OR 
NEW YORK — 415 LEXINGTON AVE 
CLEVELAND — NINTH-CHESTER BLOG 


417 NORTH STATE - CHICAGO, ILL. 
TELEPHONE SUPERIOR 6716-7-8-9 
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SERVICE TO BOY SCOUTS BRINGS TROPHIES + | media as newspapers, magazines, ernment on the advisability of 
ee n to IXup radio and business papers to give continuing, altering, or dropping 
}up paid space without compensa- certain specific campaigns. 
| tion. 


~ 


De Lancey Kountze, chairman of the board, Devoe & Raynolds Co., and head of 
the public relations committee of the Boy Scout Foundation of Greater New 
York, presents a trophy to Louis Ruppel, CBS publicity director and publicity 
1942 finance drive. 
president of Ruthrauff & Ryan, won 4 similar award and other leaders cited for 
their work in the drive included L. E. Patrick Dolan, sales promotion director, 
Columbia Recording Corp.; Hal Rorke, assistant CBS publicity director; Alan 
Hall, Transit Advertisers; Henry Lent, Young & Rubicam; and Kenneth Collins, 
vice-president, Arthur Kudner, Inc. 


chairman for the scouts’ 


| 


oe 


~= 


Kenneth Groesbeck (left), vice- 


S. Roland Hall, 
Well-Known 
Adman, Dead 


New York, March 17.—S. Roland 
Hall, one of the best-known adver- 
tising men of a decade or two ago, 
died at his home in Heathsville, 
Va., March 9, according to reports 
received here today. Mr. Hall had 
retired from active advertising 
work several years ago. 

Mr. Hall headed his own adver- 
tising agency in Easton, Pa., for 
some years, and his most recent 
advertising post had been as adver- 
tising manager of the Charis Cor- 
poration, Allentown, Pa., founda- 
tion garments. He had also served 


KDYL 


HABIT 


in the Active 


Intermountain 


‘Sel toke Cuy 


as advertising manager of Victor | 
Talking Machine Company and In- 
ternational Correspondence Schools, | 
and had written extensively for the | 
business press. 


GLAD HENDERSON 

New York, March 19.—Funeral 
services were held today for Glad 
Henderson, president of Henderson 
Publications, who fell to his death 


Monday from his firm’s offices in 
the RKO blidg., Radio City. He 
was 58. Editor of the Radio-Tele- 


vision Journal and the Talking Ma- 
chine World, he had been in the 


business paper field for more than | 


25 years. 


W. M. INGERSOLL 


Buffalo, N. Y., March 18.—West- 


ley M. Ingersoll, head of the crea- | 


tive work division of the advertis- 
ing department of Remington Rand, 
Inc., died March 11. He was 50. 


FRANK F. LYONS 

New York, March 17.—Frank F. 
Lyons, assistant advertising man- 
ager of Interiors, died here March 
11 at the age of 61. Mr. Lyons was 
well known to the decorative trade, 
having been for 38 years advertis- 
ing manager of Decorative Fur- 
nisher prior to joining the staff of 
Interiors last June. 


NIAA Study Delves Into 
Trade Press Readership 


National Industrial Advertisers 
Association, Chicago, has published 
a study by a special committee on 
“Business and Trade Magazine 
Reading Habits.” The study was) 
undertaken by the association with 
the view of learning about the} 
reading habits governing the busi-| 
ness press, and to determine the 
relative importance of various rea- | 
sons influencing the readers to read | 
advertisements. | 

The committee’s study shows that | 


most readers “thumb through”) 
from cover to back; most readers | 
would notice an advertisement in| 


any location, provided it were of 
interest to them, with the front sec- 
tion second choice; the majority of 
the magazines were obtained at the 
office; most of the magazines read} 
by the polled individuals came to 
them from a company subscription 
routed through their department; 
combined office and home reading 
is the predominant practice, with 
exclusive office reading second, ex- 
clusive home reading third: most 
readers read advertisements as 
thoroughly as they do_ editorial 
matter. 

Of particular interest to adver- 
tisers, the study found that the four 
principal reasons for reading spe- 
cifically-mentioned advertisements, 
in order of their importance, were: 
looking for new ideas to apply to 
own business; may have occasion 
to buy this product in not too re- 
mote future; helps indicate a solu- 
tion to a current problem or diffi- 
culty; appealed to by advertisement 
itself. The committee that prepared 
the study is composed of W. V. 
Merrihue, General Electric Com- 
pany, C. A. McDonough, Combus- | 
tion Engineering Company, and H. 
H. Simmons, Crane Company. 
Copies are available from the as- 
sociation at $1 per copy. 


Over Government 
Use of Airlanes 


(Continued from Page 1) 


| without compensation—to solve a 
critical federal publicity problem, 
the Council revealed for the first 


time since its formation four weeks 
ago the nature of its quasi-official 
position in mobilizing advertising’s 
resources for total war effort. 

The Council’s job—as demon- 
strated in developing the radio 
allotment plan with OFF, and as 
outlined in meetings last week with 
the advertising business papers 
and other industry groups—is pri- 
marily to serve as a clearing house 
in making available to the war 
effort the advertising profession's 
long experience in mass psychology 
and the techniques of using effi- 
ciently the channels of communi- 
cation. 

It is not a job of lobbying, of 
“selling the administration on ad- 
vertising.” 

It is not a job of space-grabbing, 


of forcing advertisers and such 


To Push Cooperation 


It is one of minimizing a multi- 
‘tude of confusing, un-coordinated 
contacts between individual adver- 
tisers and individual government 
bureaus—one of helping groove the 
cooperation of the industry’s many 


branches with the government in 
securing quickly the maximum 
possible efficiency in transmitting 
essential war information to the 
public. 


Although the Council's New York 
and Washington offices have been 
open only one month, several confi- 
dential government = assignments 
have already begun. These gov- 
ernment assignments have to date 
been undertaken entirely through 
the organization of individual com- 
mittees or pools of creative copy, 
art, media, and research talent. 
These committees are serving with- 
out compensation. 

The Council, by gradually devel- 
oping a working service relation- 


ship with one department after 
another in Washington, is seeking 
to save time and avoid confusion 


for both busy war officials and for 
advertisers by requesting authori- 
tative policy rulings from the gov- 


One ruling of this type was the 
statement of Joseph B. Eastman, 
coordinator of defense transporta- 
tion, who last Sunday clarified his 
office’s stand on railroad advertis- 
ing. Mr. Eastman, queried by the 
Crowell-Collier Publishing Com- 
pany, specifically discouraged rail- 
road travel advertising, but stated 
that “the railroads should be en- 
couraged to carry on other forms of 
advertising, reporting, for example, 
on their accomplishments in aiding 
the war effort.” 


Howard Coonley Heads 
Simplification Unit 


Howard Coonley, chairman of the 
board of Walworth Company, has 
been appointed chief of the simpli- 
fication branch, Bureau of Indus- 
trial Conservation, War Production 
Board. He replaces Dr. Edwin W. 
Ely, who has been called back to 
his post as chief of the simplified 
practice division, National Bureau 
of Standards. 

Mr. Coonley, who served the Na- 
tional Association of Manufacturers 
as president in 1939, has been asso- 


ciated with Standards work for 
many years. He is a former presi- 
dent of American Standards Asso- 


ciation of which he is 


director. 


now a 


Victory. 


AN ANNOUNCEMENT 
OF VITAL IMPORTANCE 
TO MIDWEST INDUSTRIES 


Manufacturers’ News, long established ally of middle 
western manufacturing . . . having joined forces with 
another strong publication, Modern Brewery Age .. . has 
for many months been planning and perfecting 


A Greatly Enlarged Publishing Program 


designed to weld together all the industries of the eleven 
great middle-western States . .. rendering them indispens- 
able assistance in doing their maximum for War and for 


The ramifications of this program are far reaching .. . 
Government cooperation has been extensive and cordial 
. .. Further announcements may be expected. 


Meantime, industrial advertisers seeking a place in the 
war program—and their advertising agencies—are in- 
vited to write for rate cards and circulation data. 


MANUFACTURERS’ NEWS 
120 South La Salle Street 
Chicago, 


Industrial executives and public relations departments are invited to 
submit ideas, suggestions, photographs and al! material that may 
strengthen and unify the cooperative war effort of midwest industries. 


Illinois 
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Canadian Officials 
Review Status of 
‘Contributed’ Copy 


(Continued from Page 1) 


list of special 
what will be included 
this list has not yet been 
mined. Certainly there will 
carte blanche for 


restricted 
Precisely 


appeals. 


deter- 
be 
firms to claim the 
10 per cent allowance for any type 
of advertising supposedly directed 
towards the war effort. 

Although official figures as to the 
extent to which “contributed” ad- 
vertising assisted in putting across 
the Victory Loan campaign just 
ended are not available, this type 
of support is nevertheless given 
credit for having played a major 
role in the success of the big na- 
tional drive. In the last loan it was 
estimated that contributed adver- 
tising amounted to as much as ten 
times the amount of advertising 
sponsored and paid for by the cam- 
paign committee. The volume of 
contributed advertising in the re- 
cent loan is considered to have 
been as high if not higher. 

The next and an even 
highly contentious point is 
question of determining 
is “normal” and what is “exces- 
sive” advertising. For example: 
Is all advertising above the 1936-39 
average to be deemed ‘“excessive’’? 
Ottawa has not yet decided the 
point. 


more 
the 
just what 


Many Problems Arise 


The reason why the government 
uses the 1936-39 yardstick to test 
the tax allowance for “contributed” 


advertising is because of Canada’s 


then Any Other 
Network Station 


St. LOUIS. b F 


MUTUAL. 


In | 


no , 


INSPECTING FIRST TEST COLOR AD 


This foursome in the press room of the Indianapolis Times is looking over the 
issue containing the initial four-color test advertisement for Pepsodent tooth 


powder. 


Similar copy is being tried in newspapers of three other markets. In 
the group (left to right) are J. H. Rusie, 


press room superintendent; George 


Baldwin, Lord & Thomas, the agency; Dain Fuller, Midwest district manager for 


the Pepsodent Co.; 


and Victor A. Hunter, Pepsodent's advertising manager. 


——e 


Cdveutising 
Market 


lacE 


The rates for this department are as follows: 


“Help Wanted,” 
“Representatives Available,” 
cash with order. 


All other classifications (single insertion rates): 
| $4.75 per inch 


“Positions Wanted,” 
30 cents a line, 


“Representatives Wanted,” 
minimum charge $1. 


and 
Terme 


% in., $2.75; 1 to 3 in 


WRITER: 
sales 
retail, 
ing 
Christian, 


on 


Thoroughly 
productive 


excess profits tax law. Under this 
law, “normal” profits are deemed 
to be the amount earned in 1936- 
39. With certain qualifications, 
profits over and above the 1936-39 
average are considered “excess” 
and therefore taxable for war pur- 
poses at a sharply higher rate. 

So far, it has not been deter- 
mined whether this same yardstick 
should be applied to test 
advertising appropriations and 
so, how rigidly it should be applied. 
What is being discussed is some} 
formula which will curb unjustifi- 
able expansion in advertising ap- 
propriations without handicapping 
legitimate expenditure. 
this will be done by means of the 
1936-39 yardstick is still undecided. 


Most difficulties arise in the case | 


of firms which face very altered 
circumstances because of war. One 
big national organization which 


|carried extensive national and sec- 
tional advertising in peacetime 


now finds its entire output going to 


war work. Anxious to maintain 
consumer recognition of its prod- 
ucts it must apparently obtain a 


ruling from income tax officials as 
to whether or not its war profits 
can now be diverted to peacetime 
consumer advertising. Other firms 
find volume of business greatly ex- 
panded since 1936-39 and are un- 
certain to what extent the 1936-39 
yardstick of expenditure will apply 
in respect of advertising. Still 
other difficulties arise through the 
growth of substitute materials and 
products with which the public is 
unfamiliar and which may require 
sponsorship on a basis which again 
is out of line with what was spent 
during 1936-39. 


Need Clearer Understanding 


So far there has been no 


advertisers must obtain a ruling in 


advance of campaign appropria- 
tions or whether they spend the 
money and argue with the income 
tax officials afterwards. What is 
now being sought from Ottawa is 
a clear statement of principles 


which will permit business firms to 


With so many 


knowledge of 
media. 


advertising shifts to public relations 


Advertising manager who 
wishes place with a manufactur- 
ing concern can bring experi- 
ence in public relations besides 


‘ 6 
Box 3643, Advertising Age, Chicago 


war orders— 


all advertising 


tax 


C. Fraser 
| petent staff of officials. 
of disputes over 
if | special wartime board of referees 


normal | 


Whether | 


clear- | 
cut understanding as to whether | to collaborate 


| Young in the di- 


plan their advertising intelligently 
without continual reference to tax 


officials. 


Canada’s 
has operated 
of statutory 


Traditionally, 
machinery 
minimum 


with 


the regula- 


tion and a wide discretionary power 


in the hands of Tax Commissioner 
Elliott and his very com- 
In the case 
“normal” profits a 


has been set up to determine how 
the law shall apply. Whether 
set up to 
ations remains to 
not likely, 
present confusion to 
necessary and it is probable that a 


be seen. 


as 


round table conference will be held 


in the near future which would 
include representatives from pub- 
lishers, advertising agencies, na- | 
tional advertisers and _ officials 


interested in obtaining 
or 
various 
effort. 
So far 
meeting 
officially 
vate 


phases of Canada’s 


no request for 
has been received 
but it is known that 
discussions among 


O'Meara Rejoins 
JWT to Aid in 


Creative Direction 
New York, March 19. 
O'Meara, 
known copy and creative men, 
rejoin the J. 
Walter Thomp- 
son Company, 
effective April 1, 


will 


with James W. 
the 


crea- 


rection of 
company’s 
tive work in 
New York, it was 
announced to- 
day 

Mr O'Meara 
joined JWT 
upon gradu- 
ation from the University 
consin, working in the 
office under the direction 
Young, and he remained 
JWT's Chicago office for 
a decade. 

More recently 


Walter O'Meara 


his 
of 


of Mr 


he has served 


as 
copy director and chairman of the 
plan board of Benton & Bowles, 
from which post he resigned to go 
into semi-retirement, although he 
has since served several advertis- 


ers and agencies as a consultant on 

creative plans, and has done a con- 

siderable amount of writing. 
Although Mr. Young had planned 


to devote only six months or so of 
each year to J. Walter Thompson 
Company when he returned to di- 


rect the agency’s creative work last 
fall, he reported that wartime con- 
ditions will not permit him to ad- 


here strictly to the plan. Mr. 
O'Meara will collaborate with him 
when he is active, and assume his 
duties in his absence 


to-earth 


: sweet 
income 


consumer, 
good 


EANBRCUTIVE 
midtown 
tion or 


67 
MU rray 


some 
such independent authority will be |dising, 
determine what consti- 
tutes normal advertising appropri- | magazine 
This is 
but some clarification of strong company. 
policy is 


“sponsored” 
contributed advertising to assist 
war 


such a 
here 
pri- 
various 
interested parties favor such a step. 


Walter 
one of the country’s best- 


|}agement 


| Company: 


| pany: 
Wis- 


Chicago 


with 
more than 


POSITIONS W ANTED 
Young woman, 
and institutional 
newspaper), 


expe rienced 
copy (agency, 
wants job promot- 
essential product or service. 
fine references, samples. 
box 3649, ADVERTISING AGE, Chyo. 
ADVERTISING and SALES PROM. 
MGR. Draft deferred but young and 
the way up. At present, in com- 
plete charge of ady. for a local mail 
rder. company. Available at once, 
exp. in all creative and 
phases of adv. with a 
record of accomplishment. If 
proposition requires some down- 
adv. talent, it will be worth 
while to contact IRVING ROSS, 
Stratford Pl, Chgo. BIT ter- 
S448, 
MARKETING RESEARCH 
EXECUTIVE 
experience all phases 
sales, advertising, 
man, 26, married 
ADVERTISING AGE, N. Y. 
SALES™WAN 
office seeks suitable 
representation. N. LL. 
West f4th St., New 
Hill 3-0386 
“ADVE WTISING SPACK 
Young, draft deferred, brilliant ree- 
Present company liquidates April 
1 Thorough knowledge of merchan- 
market research, production 
and selling Prefers connection with 
national selling staff of newspaper, 
or representative Also in- 
terested in space department of 
agency or advertising department of 


proven 
your 


your 
20 


(yrs. research- 


etc. Also 
idea 


tox 3648, 


connec- 
Huebsch, 
York City, 


SALESMAN 


References are tes- 
timony of past accomplishment and 
adaptability. Present location, Chi- 
cago tox $652, ADVERTISING AGE, 
Chicago or phone DEArborn 8108) in 
Chicago. 

HELP WANTED 
Salesmen-Chgo. and nearby states to 
sell displays—dealer helps—all types 
metal, glass and wood signs Fabric 
items-decalcomanias and comprehen- 
sive line advertising necessities, Com- 
mission, 

Box 3650, ADVERTISING AGE, Cheo. 
GIRL COPYWRITER Experience 
With high class retail accounts; lay- 
outs; contacts; good opportunity; long 
established agency & Hrs. from N. Y 
Send samples of yvour own work, full 
data and recent snapshot. 

ox 3653, ADVERTISING AGE, N. Y 


WITH. 
|RELEASES WANTED: 


HELP WANTED 


WANTED SALES CORRESPONDEN' 


by old established firm serving far 


ers in the rich, productive’ Pacit 
Coast area Hope to find farm-bor 
man with college education plus ey 
perience writing sales letters. Know 
edge of research methods, charts at 
pictographs desirable. Counting ji 
favor of applicant, also, would be ey 
perience selling farm implements | 


farmers, 
farm 


writing agency copy f: 
accounts or in advertising ds 


partment of farm publication, Not 

big-salary job but location is attra: 
tive Western city in midst of stirrin: 
developments ost of your tify 
should be ahead of you State edi 
cation, background, social interest 
experience, age, marital status, drat 
classification and in what) measu! 


you have succeeded in the things yo 
have tried to do; also, salary require 
ments Sell yourself by writing 

Box 3651, ADVERTISING AGE, Che 


MISCELLANEOUS 


Avencies, 


Serie 


us your publicity, we'll use if possible 
Publish a shopper, liquor weekly 
tabloid jobs J KE. Hickey, Unites 
Ptg. Co 0 W. Federal Street 


Youngstown, Ohio. 


BARGAIN IN COATED STOCK 
Publisher changing paper has follow 


ing sizes on hand All manufacture: 
by first class mill. 
780 reams 40x52 1812 a ream (602 
base) coated white inside stock 
97 reams 21x28 622 a ream (1002 
base) coated white cover stock 
}12,000 sheets 20%x27% standard Bri: 
tol white 008 coated two sides. 
Grain jong; packed on skids in Ney 
York City Samples available. Appl) 
Junior League Magazine, Waldort 
Astoria, New York City 


BUSINESS OPPORTUNITY 
One-man rare book 
odical. Will sell 
ness, Established over five years 
Making a little money and can make 
much more with proper attentior 
Fine start for publisher's or adver 
tising agent's son with bookis! 
tastes. Particulars from James Madi 
son, BP. Of} Box 124, Grand Centra 
Annex, New York 


quarterly 
cheap account 


peri- 
ill 


Post Cereal Pack 
Wins Wolf Award 
for Packaging 


New York, March 18.—The Post- 
Tens package of General Foods 
Corporation, holding 10 single- 
serving packages of a variety oi 
G-F cereals, has been awarded the 
Wolf Award for packages produced 
during 1941, in the competition 
sponsored by the American Man- 
Association. The actual 
award will be made in connection 
with the packaging exposition to 
be held in New York April 14-17. 

Winners of honorable mentions 


|in the competition were: 


Foursome package, 
“Blend 
kit, John 


Taylor Wine 
your own to- 
Middleton, Inc.: 
variety package, The Kellogg Com- 
Del Monte fruit and vege- 
table packs in Duraglas, California 
Packing Corporation; Linit bath 
package, Corn Products Refining 
Company; Swan _ soap package, 
Lever Brothers Company: Ivory 
Snow package, Procter & Gamble 
Company; Tenderleaf tea balls dis- 
play Standard Brands, 
Inc.; service kit, The Men- 


bacco” 


package, 
military 


nen Company, and Jack Frost quick 
freeze fruit and vegetable package, 
Cascade Frozen Foods, Inc. 


Advances loss 

S. J. Joss has been elected secre- 
tary and general manager of the H. 
Piper Company, Chicago, whole- 
sale baker. 


. + presentations . . 

sale material . . window 
plays. Call RCS for complete 
prices on larger sizes and 

cial mountings. Ts 


RAPID COPY SERVICE GO. 


CHICAGO — 125 N. WACKER DR. 
NEW YORK — 415 LEXINGTON AVE 
CLEVELAND — NINTH-CHESTER 


* MIGHTY 


OF THE ADVERTI 


{od 


PRICES ON REQUEST @ COUPON 


Help Do Your Advertising Job! 


@GOOD WILL BUILDERS 


Nationwide, Local USE BOOK 
Or Selective @ PUBLICITY 
Distribution @OEALER HELPS 
At Low Cost 


INQUIRIES 


MATCHES FOR 


COMMISSIONABLE TO 


RECOGNIZED 
ADVERTISING AGENCIES 
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salling s ~ > s sor ae . o” 
Listening Post SIGN OF THE TIMES IN MOTOR CAPITAL Sauiee Tak 4 the Sponsoring “American Lumberman 
RE Le , “ F ons 
lieu of their usual booth fee. Sold to Herbert Vance : 
_—s Ue VES Chicago, March 20.—The Ameri- 
One of the first steps Great can Lumberman, established in 
3ritain took to meet its gasoline tae Buys “Outdoorsman” 1873, has been sold by Carl Defe- 
shortage was the pooling of all sup- Cafladian : ain y».q baugh, son of the late J. E. Defe- 
jies and the distribution of a \ Name Comes to REOPENED, Sormeriy published baugh, founder, to Herbert A. 
f aia -_ Desni by Hunter - Trader - Trapper Cor- vance publisher of Canning Age 
single government grade. espite Michi poration, Columbus, O., has been New York : ii 
th millions invested in brand purchased by General Publishing ~ EC H le. publisher and edi- 
,ames, the same step is under con- Company, Chicago, and hereafter .. ns rec 
names, : : 2 Aden a torial director of American Lum- 
sideration in government and _ in- will be published by a new com- 


dustry circles in this country. If 
this drastic measure becomes neces- 
sary, advertising by oil companies 
will be confined to the “keep-the- 
name-before-the-public” variety. 
Director of Defense Transporta- 
tion Joseph B. Eastman says no 
general rationing of rail or bus 
passenger tickets is contemplated 
immediately, but warns that “travel 


as usual” will be more and more 
difficult in future months. Stag- 
gering vacations throughout the 


year is one of the things he is ad- 
vocating to prevent overtaxing of 
facilities and consequent travel 
priorities. 

Informal surveys of House and 
Senate committees entrusted with 
fashioning the new tax bill show 
that a majority of both groups favor 
some form of sales tax. Many legis- 
lators who agree that this form of 
taxation is bad in principle favor 
it now as a necessary war measure. 
The administration will have to 
exert the strongest form of pressure 
to keep Congress from voting for a 
tax. Labor, of course, is 
solidly against it and wants to soak 
the rich and the corporations. 


sales 


With one noble New Deal ex- 
periment in “social engineering” 
quietly being interred as the Farm 
Security Administration attempts 
to sell its Arthurdale, W. Va., pro- 
ject to householders for about 
$175,000, interest is now centering 
on the fate of Greenbelt, Md., an- 
other similar project. It isn’t doing 
too well either, and about one- 
third of the tenants earn more than 
the allowable maximum but are 
permitted to stay on. The govern- 
ment has tried without success to 
unload Greenbelt to private indus- 
try. 

Government officials have been 
using network closed circuits to 
make confidential talks to radio ex- 
ecutives. A few weeks back, Archi- 
bald MacLeish went on the air in 
this fashion, with the result that 
several thousand FM listeners in 
one Eastern market heard what 
wasn’t intended for their ears. 
Some engineer pulled the wrong 
switch in the control room. 


The battle of the pastes, powders 
and liquids in 


the dentifrice field 


GORBY's — 
Vnectal 2 


LENDED WuHiske) 


Y's | 
WEE 
Pe la % HISKEY 


For the first time in 15 years, Detroit's largest outdoor display carries a message 
other than automotive, Dodge truck promotion which long dominated the space 
having been supplanted by an advertisement for Corby's whisky. Note the rela- 
tive size of the man in the circle, compared with the 75-foot wide board. Brooke, 
Smith, French & Dorrance designed the display for James Barclay & Co., Cana- 
S. distiller. 


dian and U. 
may soon reach a new pitch of 
activity, with the powder and 
liquid producers ready to pounce 


on any part of the market which 
paste may have to surrender be- 
cause of difficulties over packaging. 
Liquid comes in glass, and powder, 
although now almost always packed 
in tin, can be put in paper or any 
other kind of container without 
danger of spoilage. 


If powder and liquid can cut into. 


the paste market, the fight is well 
worth the effort, since current fig- 
ures for dentifrice 
been practically 


sales (they’ve 
unchanged for a 
couple of years) show 60-65 per 
cent of the total going to paste, 
30-35 per cent to powder, and not 
more than 5 per cent to liquid. 
P & G is now giving Teel its great- 
est promotional ride, probably with 
at least one eye on the packaging 
situation, but on the basis of past 
performance powder is much more 
likely to benefit from paste diffi- 
culties. 

The paste makers aren't asleep, 
however, and even those’ which 
make both paste and powder and 
therefore technically have nothing 
to fear, are determined to cater to 
the demonstrated public preference 
for paste just as long as they can. 
All of them are experimenting with 
new types of tubes, made of a 
variety of non-critical materials in- 
cluding plastics, and it won't be 
long before a rash of new packages 
appears on the market. 


Procter & Gamble, which has 
been testing outdoor advertising 
quietly for the past year after sev- 
eral years in which the company 
has made only the most limited use 
of the medium, will be back on the 
boards in a big way shortly, if pres- 
ent plans carry through. First 
product to be given the benefit of 
really large-scale outdoor promo- 
tion will probably be Oxydol. 


latest 


Although word is. that 
manufacturers of hair tonics who 
have been getting 70 per cent of 


last year’s alcohol supply may ac- 
tually get a little more, and thus 
insure a reasonable supply for 1942 
at least, there has been a good deal 
of experimenting with non-alco- 
holic varieties. One of the best 
known hair tonic manufacturers in 
the country has a_ non-alcoholic 
tonic in the works, and if the few 
remaining flaws in it can be ironed 
out satisfactorily, it will probably 
be only a matter of weeks before it 
appears on the market. It won't 
supplant this manufacturer’s pres- 


ent line, however—at least not for | 
the immediate future. 
It looks as though trade shows, 


especially those in the heavy indus- 
tries, will be among the hardest-hit 
promotional devices for the dura- 
tion. Three -quarters of the ex- 
hibitors during the past three years 
at one big show scheduled for late 
next month voted overwhelmingly 
against holding it. Actually, 72 per 
cent said they didn’t want it, and 
22 per cent said they did, although 
46 per cent of those replying said 
they'd exhibit if the show were 
held, while only 29 per cent said 
positively that they would not be 


represented. At the present writ- 
ing this particular show is. still 
scheduled, but whether it will be 
held is problematical. Most of the 
exhibitors say they can’t. spare 
either the manpower or the equip- 
ment, and some indicate they'd be 


pany, Outdoorsman Publishing 


Company. Present editorial staff is 
being maintained. Earl W. Scro- 
gum is Eastern advertising man- 


ager, and Clarence T. Engdall West- 
ern advertising manager. No change 
is contemplated in advertising 
rates. 


Convention Site Changed 


The National Association of Re- 
tail Grocers has unanimously de- 


cided to change the location of its 
45th annual convention from San 
Francisco to Chicago. The date has 
been changed to the week of June 
8, 1942. Convention headquarters 
will be at the Palmer House. 


To Donahue & Coe 


Evelyn Ahlstrand, formerly in 
the media department of Lord & 
Thomas, New York, and Richard 


C. Dunkel, formerly space and time 
buyer with Benton & Bowles, New 
York, have joined the media staff 
of Donahue & Coe, New York. 


berman, is retiring after 45 years’ 
service. 


Moves L. A. Office 


Williams, Lawrence & Cresmer 
Company, publishers’ representa- 
tive, has moved its Los Angeles of- 
fice from 315 W. 9th street to larger 
quarters at 815 S. Hill street. 


Do you know that in color 
photography there are certain 
phenomena of human vision 
which quite baffle the camera 
and cannot be duplicated 2 


You will find the answer in our 
latest release. Send for a copy. 


EAGLE PRINTING INK CO. 
DIVISION - GENERAL PRINTING INK CORP. 
100 SIXTH AVENUE, NEW YORK 
CHICAGO = CINCINNATI 
JERSEY CITY BALTIMORE 
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March 23, 1942 


Trailer Industry 
Having Best Year 


Building ‘Homes’ 


Sans Wheels, They 
Serve as Dwellings 
in Defense Areas 


Washington, D. C., March 18.— 
The trailer industry—created earl- 
ier in the motor age to cater to 
itinerant families or those bent on 
pleasure jaunts—is enjoying its 
greatest boom and will produce 
about 50,000 units this year, rubber 
shortage notwithstanding. 

It’s a different kind of boom that 
the industry is experiencing this 
time, for the government is spon- 
soring it ana trailers are no longer 
“houses on wheels” which can be 
attached to the family jalopy and| 
towed about the country at will. 
Indeed 1942 model trailers don’t | 


have any tires, or at least not for| 
long. | 
The War Production Board, in 


an effort to utilize the trailer in- 
dustry to help solve the housing 


shortage in war production areas, 
has worked out a novel plan by 
which tires and tubes used to 
transport trailers to defense work- 
ers are removed upon delivery and 
returned to the trailer manufac- 
turer for similar use on other units 
as produced. Once delivered, trail- 
ers are propped up on blocks and 
remain stationary. 


Use Tires Over Again 


Manufacturers are now restricted 
to one set of tires for every five 
trailers built. Experiments are be- 
ing made with wooden tires for use 
on wooden wheels and steel rims 
for use over old rubber tires. If 
these substitutes can be perfected, 
even the delivery of trailers from 
factory to war worker will be ac- 
complished without the use of new 
rubber tires. 

Every trailer now being manu- 
factured is earmarked for a defense 
worker. The government has found 
trailers the best solution to the 


housing problem in areas where 
new war industries have caused 
great population increases in a 


short period of time. Trailers are 
particularly well suited if the war 
production area threatens to be- 
come a “ghost town” after the war, 
for they can be moved elsewhere 
when no longer needed. 


Although the industry’s output 


this year will far exceed all pre- 
vious records, some trailer manu- 
facturers are converting to war 
production. One company is already 
altering one of its plants to make 
airplane gliders, and three others 
are going to build wooden planes 
for training purposes. 


ANPA to Meet in New 
York April 21-23 


The American Newspaper Pub- 
lishers Association will hold its 56th 
annual convention April 21-23 in 
the Waldorf-Astoria Hotel, New 
York. The April 22 afternoon 
session will be devoted to the 
ANPA’s Bureau of Advertising, 
and Bureau members who do not 
belong to ANPA may attend. 

Meeting concurrently with the 
ANPA are the American Society 
of Newspaper Editors, April 16-18, 
and the National Newspaper Pro- 
motion Association, April 18-20. 


Griesedieck Names R & R 


Griesedieck Bros. Brewing Com- 
pany, St. Louis, has placed its ac- 
count with Ruthrauff & Ryan, St. 
Louis. 


Changed to Monthly 


The Farmer-Stockman, Okla- 
homa City, Okla., formerly a semi- 
monthly publication, has changed 
to a monthly effective with the 
May 1 issue. 


which, 
gasoline, 


world’s best aviation fuel. 


It's a tank car being loaded with 
natural gasoline—the 100 octane fuel 


blended 


* 


with commercial * 
Allied Nations the 


gives 


HELL FOR HIROHITO 


Air power will win the war . 
will win your battle for sales! KWKH is a “must” 
for dominant coverage of 
markets. 
duction center for the nation’s basic war materials 

gas, oil, gasoline, cotton, lumber. 
of 370,000 eager-to-buy, able-to-buy radio families.* 


on your “A” schedule 
one of America’s richest 


KWKH is the natural choice of the high-paid 
workers of East Texas, North Louisiana and South 
. with 50,000 watts tuned to their spe- 
Buy KWKH 


higher octane rating in the market that fuels the 


Arkansas. . 
cific radio needs. 


® ' 
nation. 


*CBS sets net daytime circulation at 313,000; 


net nighttime at 425.000. 
pany for details. 


.. and air power 


It’s the pro- 


It’s the home 


and you'll get a 


Ask Branham Com- 


os K WK 


Member South 
“Lf Central Quality 
Network 


SHREVEPORT, LA. 


The SELLING POWER inthe BUYING MARKET 


OUTDOOR LIFE MAGAZINE BOOSTS TRAVEL 


a 


Stuart Bernard, promotion manager of Outdoor Life, and this Canadian sweater 
girl look over the Dominion of Canada exhibit at the recent sportsman's show in 
New York. Featured is an article from the magazine, ‘The Railroads Still Run.” 


Sponsors Sign 
Up Newscasters; 
Jack Benny Renews 


New York, March 18.—American 
Home Products Company will 
sponsor John B. Hughes, news- 
caster, starting March 24 over 79 
Mutual stations for Anacin. 
program will be heard Tuesdays 
and Wednesdays, from 10 to 10:15 


p. m., EWT, for a 52-week period. | 
Blackett-Sample-Hummert is the} 


agency. 
Signs Up Carter 


Land O’Lakes Creameries_ will 
{sponsor Boake Carter over 21 Mu- 
/tual stations beginning March 23. 
The newscast will be aired Mon- 
days, Wednesdays and_ Fridays 
| from 12 noon to 12:15 p. m., EWT, 
through Campbell-Mithun, Minne- 
| apolis. 
Heatter Renewed 


Barbasol Company has renewed 


Gabriel Heatter’s news analyses 
over 15 MBS stations effective 
'April 5. Heatter is heard for Bar- 


basol Sundays from 8:45 to 9 p. m., 
|EWT. Erwin, Wasey & Co. is the 
|agency. Heatter is also heard over 
Mutual on Mondays, Wednesdays 
|and Fridays at 9 p. m. for Kreml 
|on 28 stations, and Tuesdays and 


| over 10 outlets. 


| Benny Renews Contract 


| Jack Benny has been signed to a 
new two-year contract for his Sun- 
day night program on behalf of 
General Foods Corporation, to 
carry until the spring of 1944. The 
renewal will carry Benny into his 
tenth year under sponsorship of 
General Foods, and his twelfth as 
a radio star. He is heard over the 
NBC-Red network Sundays at 7 
p. m., EWT. Young & Rubicam is 
the agency. 


Renew Daily Serials 


General Foods 
renewed “When a Girl Marries” 
and “Portia Faces Life’ for 52 
weeks, effective April 6, over the 
NBC-Red network. The two dra- 
matic serials are aired Mondays 
through Fridays, from 5 to 5:30 
p. m., EWT. “When a Girl Mar- 
ries” is presented over 74 NBC- 
Red outlets during the first 15 min- 
utes for Calumet and Bakers choco- 
late. “Portia Faces Life” has a 
lineup of 85 stations during the last 
15 minutes for Post’s 40% bran 
flakes. Benton & Bowles is the 
agency. 


Full Hour on CBS 


On CBS General Foods _ will 
launch “We Love and Learn” over 
90 stations effective April 6. The 
|serial will be heard Mondays 
| through Fridays from 2:30 to 2:45 
|p.m., EWT, for Grape-Nuts flakes 
and Grape-Nuts Wheatmeal, with 
Young & Rubicam handling the ac- 
count. The new 2:30 to 2:45 p.m. 
program will give General 


|p. m., Mondays through Fridays, on 


The | 


Thursdays at 9 p. m. for Forhans| 


Corporation has | 


Foods | 
the full hour period from 2 to 3) 


| 


CBS. Other 15-minute serials in 
the period are “Young Dr. Malone,” 
“Joyce Jordan” and “Kate Hop- 
_ kins.” 


Sterling Shifts Time 


Sterling Products and American 
| Home Products Corporation have 
renewed their hour of daytime seri- 
als on the Blue Network for another 
|52 weeks and shifted the time from 
|3 to 4 p. m., EWT, to 11 a. m. to 12 
noon, EWT, effective March 23. 
Forty-four stations have been 
added to the individual lineups 
making a total network of 114 out- 
lets for each program. 

In making the shift from after- 
noon to morning time the broadcasts 
involved will continue to promote 
the same products and retain the 
same sequence. They are currently 
heard as follows: “Orphans of Di- 
vorce,” from 3 to 3:15 p. m. for Dr. 
Lyons tooth powder and Bayer as- 
pirin; “Amanda of Honeymoon 
Hill,” from 3:15 to 3:30 p. m. for 
Haley’s M.O and Dr. Lyons tooth 
powder; “John’s Other Wife,” from 
3:30 p. m. to 3:45 p. m. for Edna 
Wallace Hopper cosmetics and Hills 
cold tablets; “Just Plain Bill,” from 
3:45 to 4 p. m. for Anacin. Black- 
ett-Sample-Hummert is the agency. 


Bell Telephone Renews 


Bell Telephone System has re- 
newed “The Telephone Hour” for 
52 weeks effective April 27, to be 
heard Mondays from 9 to 9:30 p. m., 
EWT, over 85 NBC-Red stations. At 
present the program is_ broadcast 
from 8 to 8:30 p. m., EWT, but on 
April 6 it will be switched to the 9 
p. m. spot now occupied by the 
| Mars, Inc., “Dr. I. Q.” show. N. W. 
Ayer & Son is the Bell agency. 


Expands Canadian Net 


| 
| 


The Texas Company, in behalf of 
its Canadian representative, the Mc- 
| Colt Frontenac Oil Company, has 
|added 13 Canadian stations to the 
“Texaco Star Theater.” The pro- 
gram is aired over a network of 96 
outlets for Texaco products. Bu- 
|chanan & Co. is the agency. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


Photo-engravers in Chicag° 


207 North Michigan Avenve 


Franklin 5854 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


MATCH SALES GIRLS LINE UP RESTAURANT CARDS 
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This 24-sheet poster, produced by Continental Lithograph Corp., is being 
distributed in Pennsylvania by the state's dealer branch. McCann-Erickson, 
Cleveland, is the agency. 


SETS RECORD FOR QUICK COLOR PRINTING 


x** * 


BOWL ON THE SAME CHAMPIONSHIP 


— EQUIPMENT USED AT THE ABC/ 
in ’ 
e,” ° , 
)p- o 
With the product shown in third dimen- 
sion by means of a front plane, these 
‘i m5 : full-color cards for restaurants were pro- 
“an — duced recently by Forbes Lithograph Co. 


“We're Backin’ Our Yanks" is the slogan of the Women's Advertising Club of for Kellogg Co. 
Chicago in a drive for funds for its war work program. On hand at the Midwest 


conference of the National Industrial Advertisers Association, to promote their CLUB HONORS MARTIN 


wares, were these match sales girls (left to right): Marion McKinney, Union 
Pacific Railroad; Josephine Mutter, Hotel Sherman; Georgene O'Donnell, Chi- 
cago Historical Society; Margaret Grobman, Pure Milk Association; Esther 
Latzke, Armour & Co.; and Prudence Allured, Manufacturing Confectioner. 


/ 


BALDWIN RELATES STORY AS "GREAT ARSENAL" 


Glenn L. Martin (left), president of 
Glenn L. Martin Co., receives the 
""Man-of-the-Month"” award of the Ad- 
vertising Club of New York from |. S. 


rom 


sek. (Stick) Randall, club president, and as- 
synod sistant to the TWA board chairman, for 
we: his contribution to aviation development. 
re- FOR CENTENNIAL While the national bowling tournament is still in full swing, this four-color adver- 
for tisement for Brunswick-Balke-Collender Co. will appear in the April 4 issue of 
> be Collier's—out this week— setting a new pace for such printing in mass mage- 
.m., zines. Pictures of the tournament opening are featured. Planes were used to 
s. At hurry films and copy to the printing plant. Stack-Goble Advertising Agency 
icast directs the account. (Story on Page 29.) 
it on . ° 
he 9 Baldwin serves the nation 
the & , ' ; RIDING WITH THE DEFENSE BOND WAVE 
LW. which the railroads helped to build 
: y F . 
+ Were gota ro town 
lf o 
. Me- 


fer DEFENSE BONDS, 


of 96 , 
Bu- —e - F 
4 Yr 
* al om De 
_ " PARK 
The part Baldwin Locomotive Works and its subsidiaries are playing in the war PLUCS ve 
effort forms the center of a new institutional campaign which started recently 
: “te . _ (St ; 
» general Gusiness magasines wey oy & Grove is the agency. (Story The 100th year of business for F. & M. Adequate tires apparently are the least of the troubles for Paul Webb's famed 
: Schaefer Brewing Co., New York, occa- Mountain Boys, whose rib-tickling antics will dominate the spring campaign of 
sions this display produced by Einson- USL Battery Corp. for Auto-Lite spark plugs and 'Plug-Chek" inspection service. # 
TELLING THE STORY OF GUAYULE DEVELOPMENT Freeman Co., featuring a picture of the More than 3,200 outdoor boards will be used throughout the country and Auto- *. 
original Schaefer brewery with long-for- Lite copy featuring Lem, Luke and the others will appear in national magazines, 4 
gotten brewery wagons clanking over the state and sectional farm publications, business papers and on point-of-sale ' 
cobblestone streets. material. 
DRUG-COOPERATIVE GROUP SOLVES PROBLEM OF BLACKED-OUT DISPLAY 
4 ‘ Acer EM FLYING 
agp ae 
sage 
enue 


This fully lighted window when blacked out (at the right) reveals the same products in luminous lettering. It was devel- 

A future source of domestic rubber, the shrub guayule, is explained to the public oped by Moore & Hamm, New York, in cooperation with Dis-Play-Well, Inc., for the R.D.A. Cooperative Group of 

in this exhibit arranged for showing in principal cities of the country by General 250 independent druggists in the metropolitan New York market. The blackout display is part of a current R.D.A. pro- 
Tire & Rubber Co. Two tires made from the rubber feature the exhibit. motional campaign. 
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family,” his father said bitterly to the young 
Charles Darwin. 


The boy could not learn Latin. He was a dis- 
mal failure at school. 


But he liked to read. And from a boy's ad- 
venture book — read and discussed with his com- 
panions—came the spark that first set his genius 
on fire—gave him the burning wish to travel and 
know, which led to his famous 5-year voyage in 
the Beagle, and his great theory of Evolution. 
7 HABIT OF READING has probably done more 

to form and educate great men than all other influ- 


ences put together. It is the open road to knowledge 
that all men in a democracy can travel. 

More powerfully, on a vastly wider scale than any 
other publication in America—The American Weekly, 
the magazine distributed from coast to coast through 
20 great Sunday newspapers, creates and fosters and 
fixes this habit of reading among the people. 


This question started one of the 
bitterest controversies of all time. 
As late as 1925, a teacher was 
tried, convicted and fined $100 in 
Tennessee, for teaching Darwin's 
famous theory of Evolution. 


It is the first magazine to employ an editorial tech- 
nique broad and diversified and magnetic enough to 
penetrate into more than 7,300,000 American homes. 
It knows no barriers of class, or age, or taste. 

Its stories from real life about the romances and 
tragedies of people in all walks of life, its true narra- 
tives of adventure, mystery and crime, help to satisfy 
the emotional need of millions of human beings for 
color and glamor in their everyday lives. 

Its articles on the thrilling advances in science, the 
litle known or newly discovered facts of history, 
biography, medicine, art and religion, are presented 
with a simplicity and vividness that make them easily 
understood by all; yet so complete is their authenticity 
that copies are used by instructors in schools and 
scientific institutions all over the country. 


THE 


Greatest 
Circulation 
in the i SP 


“Is man descended from the apes?” 


And just as the great scientist Darwin got his first 
adventurous inspiration from his voluntary reading— 
untold multitudes today are getting a constant enrich- 
ment and awakening through this habit of reading de- 
veloped in them and provided by The American Weekly. 

The national advertiser who associates his product 
with such an institution is tying it up with the greatest 
force known in advertising. He is making his advertising 
message, like the rest of The American Weekly, the read- 
ing habit of more than 7,300,000 American families. 


THE BIGGEST BUY IN ADVERTISING 
A cycle of 13 BIG COLOR PAGES in The Americon Weekly ot 
$18,000 each, or a total of $234,000 (less 4% discount), to run 
every fourth week throughout o yeor, represents the greotest 
consumer and dealer force in the entire field of advertising 


“The Nation’s Reading Habit” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Heanst Buoc., Curcaco... 5 Wintunor Squane, Boston . 


Genrenat Moroas Bunc., Dernorr . . 


. 101 Maarerta Str., Artanta... Epison Bunc., Los Ancetes... 


.. Ancaoe Bunc., Sr. Lours... Hanna Bunc., Crsvetano 


Heanst Bunc., San Francisco 
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